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ABSTRACT
This study applied the STOPS theory and tested the mechanism of problem chain
recognition effect in the realm of environmental corporate communication. Using
environmental issue salience and issue proximity as two manipulated variables, this study
conducted an experiment to examine the mechanism of the problem chain recognition
(PCR) effect, which suggested that the perception of a more salient issue (climate
change) will be transferred to related less salient issues (air pollution/land degradation).
Thus, through a 2 (issue salience: salient vs. non-salient) × 2 (issue proximity: local vs.
global) experimental design, this study suggested that if individuals have high motivation
for climate change problem, they are more likely to perceive and talk about other related
lesser known environmental issues, and are also likely to have environmental CSR
supportive behavioral intentions. Notably, the location of the environmental issue has an
important impact only on individuals’ problem recognition for environmental issues and
it leads to only passive communicative behavior. Whereas, involvement recognition leads
to both active as well as passive communicative behavior. Theoretical implications
related to the STOPS are explained. Practical implications are discussed for
environmentalists for developing effective message strategies to increase public
engagement with environmental issues. Also, using the PCR effect, public relations
professionals can identify and target their key stakeholders effectively for garnering their
support for salient as well as non-salient issues.

vi

TABLE OF CONTENTS
Dedication .......................................................................................................................... iii
Acknowledgements ............................................................................................................ iv
Abstract .............................................................................................................................. vi
List of Tables .......................................................................................................................x
List of Figures .................................................................................................................... xi
List of Abbreviations ........................................................................................................ xii
Chapter 1 Introduction .........................................................................................................1
1.1 Purpose and Significance .................................................................................3
1.2 Chapter Guideline ............................................................................................6
Chapter 2 Literature Review ...............................................................................................7
2.1 Climate Change .................................................................................................7
2.2 Corporate Social Responsibility Defined........................................................10
2.3 Situational Theory of Problem Solving (STOPS) ..........................................16
2.4 Problem Chain Recognition Effect ................................................................27
2.5 Impact of Environmental Issues on PCR Effect ............................................30
2.6 Environmental CSR Supportive Behavioral Intentions ..................................39
2.7 Pre-existing Attitudinal Factors (Control variables) .......................................40
Chapter 3 Method .............................................................................................................46
3.1 Overview .......................................................................................................46
3.2 Participants ....................................................................................................47

vii

3.3 Pretests............................................................................................................48
3.4 Procedure for the main study..........................................................................50
3.5 Demographic Information of the Sample .......................................................52
3.6 Measures .........................................................................................................52
3.7 Flow of the Survey .........................................................................................58
3.8 Data Analysis .................................................................................................59
Chapter 4 Results ...............................................................................................................68
4.1 Manipulation Checks .......................................................................................68
4.2 Modified STOPS Model .................................................................................68
4.3 Proposed PCR Model.......................................................................................70
4.4 CSR Model ......................................................................................................74
Chapter 5 Discussions ........................................................................................................79
5.1 The modified STOPS Model ...........................................................................80
5.2 The PCR Effect ................................................................................................81
5.3 Impact of Issue Salience on the PCR Effect ....................................................84
5.4 Impact of Issue Proximity on the PCR Effect ..................................................85
5.5 Environmental CSR Supportive Intentions ......................................................88
5.6 Theoretical Implications ..................................................................................89
5.7 Practical Implications.......................................................................................92
5.8 Limitations and Directions for future research ................................................96
5.9 Conclusions ....................................................................................................100
References ........................................................................................................................102
Appendix A: Stimuli Examples .......................................................................................123

viii

Appendix B: Measures .....................................................................................................127

ix

LIST OF TABLES
Table 3.1 Demographics Characteristics of Respondents (N=440) ...................................63
Table 3.2 Measures, means, standard deviations for tested variables ...............................64
Table 4.1 Factor Loadings for CAPS (N = 440) in the modified STOPS model ..............75
Table 4.2 Correlations among the latent variables tested in the PCR model .....................77

x

LIST OF FIGURES
Figure 2.1 Modified STOPS model for climate change ....................................................43
Figure 2.2 Proposed PCR effect model for different environmental issues ......................44
Figure 2.3 Proposed model for examining CSR supportive intention ...............................45
Figure 4.1 Final tested model showing the PCR effect .....................................................76
Figure 4.2 Final tested model showing the CSR supportive behavioral intentions ...........78

xi

LIST OF ABBREVIATIONS
CAPS................................................................ Communicative Action in Problem Solving
CFI .................................................................................................... Comparative Fit Index
CSR .................................................................................... Corporate Social Responsibility
M .................................................................................................................................. Mean
PCR ........................................................................................... Problem Chain Recognition
RMSEA ............................................................ Root Mean Square Error of Approximation
SE ................................................................................................................... Standard Error
SEM ....................................................................................... Structural Equation Modeling
SD ...........................................................................................................Standard Deviation
SRMR ................................................................. Standardized Root Mean Square Residual
STOPS..................................................................... Situational Theory of Problem Solving
STP..........................................................................................Situational Theory of Publics
TLI ........................................................................................................ Tucker-Lewis Index
TRA........................................................................................... Theory of Reasoned Action

xii

CHAPTER 1
INTRODUCTION
By 2030, over 100 million people may fall back into extreme poverty due to
climate change (Khoday & Ali, 2018). Thousands of studies conducted by global climate
scientists have documented rising temperatures at the earth’s surface, oceans and
atmosphere (“US global change”, 2018), which could not only lead to serious natural
calamities, but could also result in displacing millions of people (Black, 2018). Climate
change is increasingly becoming a life-threatening problem. A recent UN report
estimated that we have only 12 years to control climate change catastrophes such as
flooding, drought, wildfires, extreme heat and poverty (Watts, 2018). Unfortunately, the
earth’s climate is changing faster than ever in the history of human civilization, leading to
rising global temperatures.
Scholars are investigating effective ways to communicate and engage the publics
to control climate change (see Connor et al., 2016; Lee, Markowitz, Howe, Ko, &
Leiserowitz, 2015). In spite of vast climate change communication literature, such as
examining predictors for public engagement and support for climate change (Lee et al.,
2015), examining Twitter conversation about climate change (Jang & Hart, 2015),
examining type of climate change messages in interpersonal communication (Connor et
al., 2016), and examining U.S. media coverage of climate change (Trumbo, 1996), there
is little understanding related to how individuals understand and process information
related to climate change and other environmental problems. In other words, there is a
1

dearth of literature that has examined how individuals seek, attend, forward, share, select,
forfend and forward information related to climate change. This current study aims to fill
this gap and provide a theoretical understanding of when and how people become
motivated to seek, select, and share information on environmental issues.
Moreover, as suggested by climate scientists in the fourth national climate
assessment report, the largest causes of global warming are human activities, (“US global
change”, 2018), including dumping plastic waste near oceans, vehicular emissions that
cause air pollution, and deforestation, among others. Thus, it is pertinent to examine
whether individuals motivated to act for climate change (salient issue) will also support
other non-salient (lesser known) environmental issues such as limiting air pollution or
land degradation. Such process of transferring perception of more salient issues to similar
or related less-salient issues is defined as the Problem Chain Recognition effect (Kim,
Shen, & Morgan, 2011).
Using the Situational Theory of Problem Solving (STOPS), Kim et al. (2011)
introduced and tested the Problem Chain Recognition (PCR) effect in the realm of health
communication by conducting two survey studies. They refer the PCR effect as when an
individual is motivated about a problem, they are more likely to recognize a similar or
related issue as problematic, and are motivated to communicate in order to find a
solution. They found that individuals with higher situational motivation for the main
issue (i.e., shortage of organ donation) will have high problem and involvement
recognition for related issues (shortage of bone marrow and a shortage of egg donation),
which results in higher information acquisition (information seeking and attending). They
also found that higher motivation and referent criteria for the issue of shortage of organ
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donation resulted in individuals’ higher behavioral intention to be a registered as organ
donor as well as bone marrow and blood donor.
To the authors’ knowledge, there is no published literature that has examined the
process of the PCR effect in the realm of corporate social responsibility communication.
By applying the mechanism of the Problem Chain Recognition (PCR) effect in the
context of environmental Corporate Social Responsibility (CSR) communication
research, we can anticipate that, if consumers perceive an environmental problem as
problematic, they may have behavioral intention to support a corporation’s effort to solve
or reduce that environmental problem. This outcome, resulting from individuals’ ‘biased’
concern toward the environment as well as toward environmental CSR.
The PCR effect has a huge potential to mobilize support for an organization
and/or its cause, but studies have not tested how the PCR effect can actually influence
public perception toward supporting environmental CSR. In other words, in which way
does such a ‘biased’ evaluation of environmental issues can change the publics’ attitudes
toward the corporation’s environmental efforts and its products or services? Does it
increase the publics’ favorability towards environmental CSR? Are there any preexisting
attitudinal factors affecting the emergence of the PCR effect? This study aims to provide
insight to these questions through a controlled experimental design.
1.1 Purpose and Significance
Based on the above argument, this study offers a unique contribution in the area
of the STOPS theory building and CSR communication literature, particularly by testing
the underlying mechanism of the Problem Chain Recognition (PCR) effect through a
controlled experimental method. As stated above, the PCR study conducted by Kim et al.
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(2011) in the area of health communication (specifically, organ donation) is the first and
foremost study in this area. This dissertation is significantly different from the Kim et al.
(2011) study, in these ways: A) Kim et al. (2011) only tested information acquisition
(information seeking and information attending) for other health donation issues; this
study examined all six second-order CAPS variables, i.e., information forefending,
permitting, forwarding, sharing, seeking, and attending for environmental issues; B) Kim
et al. (2011) tested the PCR effect through a survey, but this study examined the PCR
effect though a controlled 2x2 experiment by investigating publics’ attitude toward
multiple environmental issues and their behavioral intention to support environmental
CSR; C) One the most important premises of the PCR effect is that individuals with high
motivation for a salient issue will perceive other “related” non-salient issues as
problematic. This research conducted a pre-test to ascertain that certain environmental
issues are “related,” which was missing in the Kim et al. (2011) study. D) Based on the
PCR effect, same individuals have higher motivation for supporting an anchor issue and
higher perceptions for other related lesser-known issues among same individuals. This
study measures motivation for an anchor issue (climate change) and perceptions for other
environmental issue among same individuals, but Kim et al. (2011) conducted two
surveys with different individuals to measure their motivation and perception for issues.
2. Using Situational Theory of Publics (STP) theoretical framework, Overton
(2018) conducted an experiment by manipulating environmental issues (general vs.
specific) and message frames (diagnostic, prognostic, or motivational). Overton (2018)
did not find any moderating impact of different issue types (general vs. specific) on
communicative behavior and CSR supportive intentions. She, however, stated that
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“future research should also examine more and different types of environmental issues”
(pg. 341). This study addressed this concern by examining publics’ attitudes toward
multiple environmental issues, such as salient and non-salient issues, as well as local and
global issues.
3. In addition, several studies have explored the relationship between effective
CSR communication strategies and positive outcomes for corporations (see Overton,
2018; Du, Bhattacharya, & Sen, 2010; Grau & Fols, 2007). There is a dearth of studies
that have examined how publics’ perceived attitudes toward an environmental issue can
influence their supportive intentions toward environmental CSR initiatives. This study
aims to fill this gap by evaluating publics’ supportive intention toward CSR subsequent
to communicative behavior related to an environmental issue.
4.Van der Linden (2015) conducted a nation-wide survey and provided a new
conceptual climate change risk perception framework that integrates key psychological
determinants, namely; socio-demographic, cognitive, experiential and socio-cultural
factors. Van der Linden (2015) argued that effective risk messages should be sensitive to
different socio-cultural value orientations with experiential processing mechanisms. The
author suggested that “future research could focus on making environmental messages
related to impact and causes more local and personally relevant” (pg. 122). This study
aims to test the effects of these types of messages by examining the impact of
environmental issue relevance such as the impact of environmental issues locally vs.
globally on their environmental CSR-related behavioral intentions.
In this respect, the objectives of this research are threefold. First, this research
aimed to examine the mechanism behind the PCR effect by investigating publics’
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attitudinal beliefs through an experiment. Second, this study examined multiple
environmental issues to provide a deeper understanding of the PCR effect. Third, this
study seeks to investigate the influence of environmental issue types on their
environmental CSR supportive intentions. This study also seeks to contribute
significantly to the environmental CSR communication and the STOPS literature. The
findings of this study may provide some important implications for environmentalists, as
well as multinational organizations, for developing and communicating environmental
(CSR) messages effectively, through identifying and targeting their key stakeholders to
garner their support. The subsequent literature review and method sections explained the
concepts and procedures of the experiment in detail.
1.2 Chapter Guideline
This chapter outlines the purposes and significance of this study and provides an
overview of the theoretical contributions to the STOPS and CSR communication
literature. In Chapter 2, a literature review organizes the theoretical concepts guiding this
research. The chapter begins by exploring climate change followed by current CSR and
environmental CSR definitions, as well as existing environmental CSR communication
research. Next, the STOPS variables are discussed regarding this study’s focus, including
existing literature about the STOPS. Finally, a discussion about independent or
manipulating variables and their application in CSR research is provided, along with
details related to controlled variables. The chapter also presents a series of hypothesis that
are examined by this investigation.
Chapter 3 provides a detailed description of the experimental method, including
details about the procedure and measures that are used in the study.
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CHAPTER 2
LITERATURE REVIEW
2.1 Climate Change
Climate change is both a health and environmental problem. Global climate
change impacts various sectors and regions in human society, such as agriculture,
ecosystem, water supply, and energy, among others (“US global change”, 2018). These
effects also result in a more serious yet overlooked problem: forced migration. Millions
of people are forced to leave their homes and migrate to a better and safer place, due to
natural disasters and other repercussions of climate change. It is expected to have
between 25 million and 1 billion climate migrants in 2050 (Black, 2018).
Considering the gravity of climate change problems, on December 10, 2018, for
the first time, more than 160 nations came together to sign an international agreement on
the migrant and refugee crisis, and the UN recognized climate change as a key driver of
migration (Black, 2018). However, the situation is not the same in the U.S., as President
Trump pulled the U.S. out of the Paris Accord on climate change in 2017, citing
skepticism of scientific reports on climate change (King, 2018).
The skepticism toward climate change has been widely discussed in newspapers
(Schmid-Petri, Adam, Schmucki, & Häussler, 2017) and investigated by scholars. M. T.
Boykoff and J. M. Boykoff (2004) examined the US prestige-press coverage of global
warming in the New York Times, the Washington Post, the Los Angeles Times, and the
Wall Street Journal from 1988 to 2002 through content analysis. They suggested that
7

there is a difference between scientific and media discourse related to climate change.
While the scientific community is emphasizing human activities as the major cause of
climate change, prestige media have yet to give fair and accurate coverage to climate
change under the guise of balanced reporting. M. T. Boykoff and J.M. Boykoff (2004)
argued that this biased coverage of both anthropogenic contributions to global warming
and resultant actions are providing an opportunity for US government to shrink their
responsibility toward the climate change problem. Nerlich, Forsyth, & Clarke (2012)
compared media frames related to climate change communication in two countries- US
and UK. They conducted methods related to computational analysis and analyzed articles
published in The (London) Times and The New York Times between 2000 and 2009. Their
result suggested that the U.S. is still discussing skepticism toward climate change, while
the UK is focusing on solutions for the climate change problem.
Feldman, Hart, and Milosevic (2017) compared media coverage related to the
threat and efficacy of climate change in four popular American newspapers, i.e., The New
York Times, The Wall Street Journal, The Washington Post, and USA Today between
2006 and 2011. Their results suggested that leading US newspapers are more likely to
discuss climate change threat and efficacy separately than together in the same article.
This might leave readers indecisive related to climate change consequences,
disempowered, or both. USA Today had the least amount of coverage related to climate
change compared to other popular newspapers. The Wall Street Journal was least likely
to discuss the impacts and threat posed by climate change. The negative efficacy
information, which is largely related to individuals’ action to address climate change is
impossible, hard, expensive, etc. and conflict framing are more likely to appear in WSJ
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than other newspapers. The WSJ is more likely to highlight the negative financial
consequences of taking action against climate change. Considering the impact of the WSJ
in the area of financial news, these negative reports can further exacerbate the
environment of skepticism and efficacy toward combating climate change.
Jang and Hart (2015) argued that researchers have paid enough attention to media
frames, but little is known about how individuals discuss these frames in their everyday
conversation. They examined Twitter conversation related to climate change over two
years across four countries- U.S., UK, Canada, and Australia. They found out that
skeptical views toward climate change (hoax frames) were more prevalent in the U.S.,
especially in Republican-leaning states. Moreover, in the hoax frames, individuals
preferred the term “global warming” over “climate change.” Only a few American
individuals discussed the cause, impacts, and solutions of the climate change problem on
Twitter.
In order to understand how climate change information passes through
interpersonal networks, such as Facebook and Twitter, Connor et al. (2016) used the
method of serial reproduction within a simulated Facebook-like format. Their result
indicated that climate change messages related to the impact on health and environment
and benefits (gain frame) of mitigating climate change survived more in the interpersonal
networks.
Researchers are also trying to understand the factors for motivating individuals to
share and act on climate change messages. Kellstedt, Zahran, & Vedlitz (2008) surveyed
Americans and stated that - informedness, confidence in scientists, and personal efficacyplay a key role in publics’ risk assessments of global warming and climate change. They
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found that publics with high skepticism of scientists have comparatively higher concern
for climate change than publics who showed a great deal of confidence that scientists
understand climate change. Moreover, highly-informed individuals also showed less
responsibility and concern for climate change. Individuals with high efficacy who feel
personally responsible for climate change are more concerned for climate change
repercussions.
Climate change communication literature is growing, and scholars are
increasingly investigating ways to effectively communicate climate change messages and
to engage publics in environmentally-friendly behaviors. However, these findings are
largely from the uni-dimensional perspective and there is still little known about
individuals’ information processing behavior related to environmental issues.
Considering the current polarized U.S. political climate, where newly elected Democrats
in the U.S. house oppose president Trump’s policies and have vowed to make climate
change a priority, it is important to understand the public’s perceptions, attitudes and
information processing behaviors toward climate change and how it impacts their
motivation to support organizations implementing environmentally-friendly initiatives.
The current research aims to fill this gap by understanding individuals’ communicative
behaviors such as information seeking, sharing, selecting, attending, and filtering climate
change messages. Also, if the cause of individuals’ motivation to mitigate environmental
problems influences their behavioral intentions towards environmental CSR.
2.2 Corporate Social Responsibility Defined
Corporate Social responsibility (CSR) has been defined as a voluntary
philanthropic activity conducted by an organization towards society or environment
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(Coomb & Holladay, 2012; De Jong & van der Meer, 2017). CSR is broadly defined as
efforts to advance [societal] well-being through discretionary business practices and
considerate utilization of natural resources (Du et al., 2010; Kotler & Lee, 2005).
Scholars defined CSR as a company’s efforts to fulfill economic, legal, ethical, and
philanthropic responsibilities (Carroll, 1979, 1991; Maignan, 2001; Vanhamme &
Grobben, 2009). Falck and Heblich (2007) define CSR as “a voluntary corporate
commitment to exceed the explicit and implicit obligations imposed on a company by
society’s expectations of conventional corporate behavior” (pg. 247). However, CSR is
no longer considered as an optional initiative or “fringe activity” in organizations today
but has become an integral part of the business strategy (Babiak & Trendafilova, 2011;
Overton, 2018).
In 1994, author John Elkington coined the term triple bottom line, which has been
used by many researchers to define CSR (Elkington, 2004). The triple bottom line
stresses three P’s – people, profit and planet, which are related to the concern for society,
earning profits, and protecting the environment (Coombs & Holladay, 2012). The
European Commission defines corporate social responsibility as “the responsibility of
enterprises for their impacts on society” (European Commission, 2014). CSR is
considered an umbrella term as it encompasses various domains such as community
support programs, ethical employee treatment, diversity, and environmentally-friendly
initiatives (Ailawadi et al., 2014; Chandler & Werther, 2014).
2.2.1

Environmental Corporate Social Responsibility.
Among different types of CSR initiatives, corporations are increasingly adopting

environmental CSR practices to ameliorate or reduce the negative impact of their
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operations on the environment (Williamson, Lynch-Wood, & Ramsay, 2006; Sarkar,
2008; Wahba, 2008). Since environmental protection is one of the key concerns of
stakeholders (Welford, Chan, & Man, 2008), almost 60% of corporate websites for
Fortune 500 companies have mentioned environmental CSR initiatives (Bowen, 2010).
Environmental CSR practices involve shared environmental, economic, and social
implications (Montiel, 2008). “In CSR, environmental issues are a subset of a broader
social performance dimensions,” contends Montiel (2008, pg. 260). A number of
variables have been included in environmental CSR practices such as conservation of
natural resources, existence of pollution abatement programs, involvement in voluntary
environmental restoration, producing environmentally friendly products, eco-design
practices, or the systematic reduction of waste and emissions from operations (Montiel,
2008). Shrivastava (1995) proposed an "ecocentric" paradigm, highlighting the
considerable shift in businesses for “placing nature (and derivatively human health, not
wealth) at the center of management/organizational concern” (p.127). He emphasized the
need for organizations to jointly focus on abating environmental risks and degradations
by sharing each other’s waste products and minimizing the use of natural resources.
Through environmentally friendly initiatives, organizations can improve the quality of
life of their worldwide stakeholders (Shrivastava, 1995).
Environmental responsibility is no longer considered voluntary as it has become
an expectation from corporations (Bortree, 2009; Overton, 2018). There is vast literature
that has examined the benefits of corporations’ initiatives related to environment
conservation. Literature suggests that CSR initiatives that reflect ethical concerns toward
the environment can develop a more positive brand image and customer satisfaction
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(Planken, Nickerson, & Sahu, 2013; Luo and Bhattacharya, 2001), rebuild after the crisis
(Haigh & Dardis, 2012; Sohn & Lariscy, 2015), can enhance company reputation (Kim,
2014; Kim & Yang, 2009), can help bring a positive market attitude towards the
organization (Bird, Hall, Momentè, & Reggiani, 2007; Wahba, 2008) and improve
monetary performance (Klassen & McLaughlin, 1996). Cordeiro and Tewari (2015)
argued that environmental CSR practices create financial benefits as investors positively
assess the firm’s initiatives to protect the environment. Environmental CSR practices
such as green-related practices and green products can produce favorable consumer
attitude and purchase intent (Sony, Ferguson, & Beise-Zee, 2015). However, to reap
environmental CSR benefits, effective CSR communication with key stakeholders is
imperative. Thus, organizations are required to develop strategic CSR communication
plans to target key stakeholders and understand the impact of CSR programs on
audiences (Bortree, 2014; de Jong & van der Meer, 2017).
2.2.2

Corporate Social Responsibility Communication Research.
Scholars are examining CSR communication in a variety of contexts and settings

(Overton, 2018). Scholars and practitioners are trying to understand whether they need a
strategic approach or an “anything goes” approach to their CSR program and
communication efforts (Bortree, 2014). Moreover, Bortree (2014) stressed, scholars are
working to find answers related to strategic CSR communication plans such as how to
disseminate CSR information to target audience effectively, what kind of CSR
information target audiences want and how would it impact them. Kim and Ferguson
(2014) surveyed U.S. citizens to examined publics’ expectations of CSR communication,
specifically, “what” and “how” to communicate CSR activities. Regarding the “what,”
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they found that consumers wanted to know about “beneficiaries” or who will be
benefitted through CSR activities. It was followed by information about specific causes,
CSR goals, past achievements, participation or collaboration with any NGO, as well as
personal impacts on individuals’ lives. Addressing the “how,” respondents preferred
beneficiaries as a source of CSR information followed by non-profit organizations, and
then the company itself. Regarding media channels for CSR communication, consumers
favored company-controlled media such as companies’ local stores, followed by
websites, promotion events, and annual reports, more than uncontrolled media such as
experts’ blogs, news media, and microblogs.
Research has found that effective CSR communication can lead to stronger
relationships with publics (Hall, 2006), greater legitimacy (Du & Vieira, 2012), and more
positive attitudes among stakeholders (Du et al., 2010). At the same time, scholars also
argued that CSR communication is a very sensitive topic and promoting CSR activities
can result in skepticism among stakeholders (Du et al., 2010). Kim (2014) contends that
CSR communication should be transparent to reduce stakeholders’ skepticism. He said
that corporations should acknowledge self-serving motives along with society-serving
motives, which reduces skepticism towards CSR and could enhance stakeholders’
support, company reputation and financial gains. de Jong & van der Meer (2017) also
argued that effective tool for communicating CSR initiatives. Corporations and public
relation professionals may use storytelling in CSR communication, which could help
stakeholders to make sense of complex CSR activities and hence, earn better support
from stakeholders.
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Scholars have applied multiple public relations theories, largely in the realm of
enhancing CSR communication, such as theory of reasoned action (Dodd & Supa, 2011),
attribution theory (Tao & Ferguson, 2015; Shim & Yang, 2016), image restoration theory
(Haigh & Dardis, 2012), and situation theory of publics (Overton, 2018). Using different
theories in the CSR context, public relations journals have mentioned various important
outcome variables such as purchase intention (Dodd & Supa, 2011, Lee & Shin, 2010;
Kim, 2014), publics’ positive evaluation of the company including favorability and
likability (Tao & Ferguson, 2015), stakeholders' favorable intent to support, seek
employment with, or invest in the company (Kim, 2014), publics’ attitude towards the
company during crisis (Shim & Yang, 2016), and likelihood to engage in positive wordof-mouth communication (Hong, Yang, & Rim, 2010).
Using the Situational Theory of Publics (STP) and framing theory, Overton
(2018) conducted an experimental study and proposed a new theoretical model that can
be applied to CSR, public relations, and strategic communication literature. Kim,
Krishna, and Dhanesh (2018) used the Situational Theory of Problem Solving (STOPS)
and surveyed American consumers to investigate the role of CSR expectations on
communicative behavior related to a corporate misconduct. Their results indicated that
both economic and ethical expectations influence communicative behaviors. Thus, CSR
scholarship is growing, especially in the area of publics’ perception of CSR
communication and theoretical application. However, there is little known about how
perception and communicative behavior related to an environmental issue can influence
individuals’ attitude towards environmental CSR initiatives. Also, there is a gap in
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literature related to the STOPS and environmental CSR communication, and growing
concern towards environmental issues warrants more research in this area.
2.3 Situational Theory of Problem Solving (STOPS)
The Situational Theory of Problem Solving (STOPS) was developed by J.N. Kim
and J.E. Grunig in 2011. The STOPS used the STP’s conceptual framework and
introduced a new concept – Communicative Action in Problem Solving (CAPS). Kim
and Grunig (2011) argued that it is a more generalized version of the STP as it recognizes
more general communicative action variables in problem-solving and can be used in a
variety of problem-solving situations.
The Situational Theory of Publics (STP), developed by J. E. Grunig (1997),
provides an instrumental framework to identify publics in different situations. The STP
explained when and why a group of individuals become active in communication
behavior (Grunig, 2003). The theory has been successfully tested by scholars to identify
publics within a variety of different contexts including nonprofit communication (see
McKeever, 2013; McKeever, 2016), CSR (Grunig 1979; Overton, 2018), health
(Aldoory, 2001; Grunig & Childers, 1988; Zheng & McKeever, 2016), environment
(Grunig, 1989; Xifra, 2016) and political issues (Atwood & Marie, 1991; Hamilton,
1992).
The STP (Grunig, 1997, 2003) explained when and why publics become active in
communication behaviors. The STP has three independent variables that can explain and
predict communication behavior: problem recognition, constraint recognition and level of
involvement. It has two dependent variables: information seeking and information
processing, which describes active and passive behavior in information acquisition (Kim
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& Grunig, 2011). Thus, an individual who recognizes a problem, perceives involvement
with the problem, and has less constraint to do something about the problem are most
likely to seek and process information. Public relation scholars and practitioners have
heavily used the STP theory in different situations due to its ability to predict and explain
the likelihood of individuals to communicate actively about different problems (Aldoory
& Sha, 2007).
Kim and Grunig (2011) argued that the STP has a narrow conceptualization of
communicative behavior with only information acquisition (information seeking or
processing) to describe an active public. They added that members of an active public are
also active in information selecting and sharing, which can help in problem solving
through mobilizing necessary attention and finding resources to cope with the problem
(Chwe, 2001; Gamson, 1992). Thus, they expanded the communicative dependent
variable of the STP (information acquisition) to a generalized dependent variable:
communicative action in problem-solving, which includes information acquisition,
transmission, and selection.
Kim and Grunig (2011) also reintroduced the referent criterion in the STOPS,
which had been removed in 1980s due to the inability to predict communicative
behaviors (Grunig, 1997; Aldoory & Sha, 2007). Thus, the STOPS has four independent
variables: problem recognition, constraint recognition, involvement recognition, and
referent criterion. The situational variables, i.e., problem recognition, constraint
recognition and involvement recognition are perceptual variables, whereas referent
criterion is a cognitive variable. The situational communicative variables, i.e.,
communicative action in problem-solving, is a second order variable. CAPS included
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three communicative variables: information acquiring, information transmission, and
information selection. These three variables can be further divided into active and passive
variables: information forefending (active) and information permitting (passive),
information seeking (active) and information attending (passive), information forwarding
(active) and information sharing (passive). In addition, they added a new variable:
situational motivation of problem-solving, which mediates the relationship between the
three situational perception variables and communicative behavior.
2.3.1 Independent Variables
Problem recognition. It is defined as an extent of a difference in the “expectation”
and “reality.” It is basically the perceived discrepancy between what we expect and what
we experience (Kim & Grunig, 2011). Problem recognition can be defined as an
identification of an issue with no immediate solution. Thus, it is an extent to which a
problem is identified but cannot be resolved on an immediate basis. Problem recognition
is defined “as one’s perception that something is missing and that there is no immediately
applicable solution to it” (Kim & Grunig, p. 128). Individuals with a high level of
problem recognition have highly active communicative behaviors as they seek and share
information to find a solution. In this study, individuals who recognize climate change as
an environmental problem may have higher motivation to find a solution to combat
climate change.

Constraint recognition. This is defined as the extent of identification of the
inability to solve a problem due to obstacles. Constraint recognition occurs when ‘‘people
perceive that there are obstacles in a situation that limit their ability to do anything about
the situation’’ (Grunig, 1997, p. 10). Individuals with high levels of constraint
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recognition are not motivated to actively seek or share information as they perceive an
obstacle to find a solution. Constraint recognition discourages active communication
behaviors even if communicators have high problem recognition and/or perceived
involvement (Ramanadhan & Viswanath, 2006). In this study, individuals who feel
constraints in solving the problem of climate change may have lower motivation to find a
solution.

Involvement recognition. This is adapted from the STP and evolved to
involvement recognition from level of involvement. The level of involvement is one of
the most important independent variables (Aldoory & Sha, 2007) as it suggests “the
extent to which people connect themselves with a situation” (Grunig, 1997, p. 10).
Involvement recognition is a perceptual variable; thus, it indicates an individual’s
perception of his/her involvement with the problem, rather than actual involvement.
Involvement recognition is defined as what we perceive as being connected rather than
what we are actually connected to (Kim & Grunig, 2011). Involvement recognition is the
extent to which an individual perceived to be connected to the problem thinks that finding
a solution to this problem is important. Thus, individuals with high levels of involvement
recognition have high active communicative behaviors as they actively seek and share
information to find a solution. In this study, individuals who perceive higher involvement
with the problem of climate change may have higher motivation to find a solution to
combat climate change. Also, Kellstedt et al. (2008) suggested that individuals with high
perceived personal involvement and efficacy with climate change problem are more
likely to be concerned for climate change, which may motivate them to take some action.
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Referent criterion. Referent criterion is related to past experience, subjective
judgmental criterion to guide an individual’s communicative behavior to seek a solution
of a problem. Referent criterion is a cognitive variable because it uses “available” and
“applicable” knowledge and inferential rules from one’s prior problem-solving
experiences (Higgins, 1996). Thus, it is defined as “any knowledge or subjective
judgmental system” that guides individual to approach or solves a problem. Sometimes,
referent criterion acts as a bias window through which an individual shares opinion, ideas
or information related to the problem or even to look for a solution. Individuals with
referent criterion related to situation-general knowledge actively seek and share
information to solve the problem (Kim & Krishna, 2014). Then, referent criterion
becomes a cognitive framework to seek, process and transmit situation-specific
information. Individuals with the presence of a strong referent criterion from past
experience have active communicative behaviors, whereas individuals with fewer
referent criterion about current problems or unable to apply them in the current problem
have passive communicative behavior. Furthermore, studies also suggested that past
experience with environmental events such as natural disasters have significant impact on
individuals’ behavior (Spence, Poortinga, Butler, & Pidgeon, 2011; Rudman, McLean, &
Bunzl, 2013).

Situational motivation in problem solving. It is defined as “a state of situationspecific cognitive and epistemic readiness to make problem-solving efforts” (Kim &
Grunig, 2011, p.132). Individuals who perceive the problem and some sort involvement
with the problem and have no constraints in finding the solution are motivated to find
solutions and more likely to communicate about the problem with others. Situational
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motivation varies depending on the type of the problem and particular situation or time.
Higher situational motivation results in higher active information behavior. It acts as a
mediator between situational perceptual behavior and communicative behavioral
variables. Situational motivation sums up and mediates the effect of three independent
and perceptual variables – problem recognition, involvement recognition and constraint
recognition (Kim & Grunig, 2011; Kim & Krishna, 2014). Krishna (2017) further argued
that “operationally, then, situational motivation in problem solving may act as a proxy for
problem perceptions (e.g., Kim, Shen, & Morgan, 2011), as it sums and mediates the
effect of perceptions (i.e., problem, constraint, and involvement recognition) on (active
communication) behaviors” (pg. 1089). Based on this argument, scholars have posited
situational motivation in problem solving as a proxy measure for situational perceptions
(see Krishna, 2017; Kim et al., 2018).
In this study, individuals with high recognition of the climate change problem,
high perceived involvement with the issue of climate change and with no or fewer
constraints in solving the problem of climate change are more likely to have higher
situational motivation and communicative behavior to solve the problem of climate
change (Figure 2.1). Thus, an individual who has high situational motivation to solve the
problem, is more likely to not only actively seek information but also to actively select
and share information with others in the process of finding a solution of a problem. Thus,
situational motivation has acted as an independent variable in this study. In addition,
research suggest that individuals are needed to be motivated and are able to act for having
active environmental communication behavior (Petty & Cacioppo, 1986). Thus, this
study hypothesizes:
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Hypothesis 1 (H1): Individuals’ situational motivation to solve the problem of
climate change is positively related to their communicative action in problem
solving.
2.3.2 Dependent Variable
Communicative action in problem solving. This is a second order variable and
explains how actively or passively an individual seeks information to find a solution to a
problem. Communicative action in problem solving has three dependent variablesinformation selecting, information acquiring, and information transmission. These three
communicative variables are further divided into six active and passive behaviors, part of
a second order factor. These six variables are information forefending (active) and
information permitting (passive) in the information selecting domain, information seeking
(active) and information attending (passive) in the information acquiring domain, and
information forwarding (active) and information sharing (passive) in the information
transmitting domain (Kim & Grunig, 2011).
Information Forefending. It is defined as an “the extent to which a communicator
fends off certain information in advance by judging its value and relevance for a given
problem-solving task” (Kim & Grunig, 2011, p. 126). Individuals with high motivation to
solve a problem actively forefend or avoid the information that does not fit with their
criterion or that contradicts their perception of problem solving. They are very selective
in information sources and avoid any information that contradict their referent criterion.
Information forefending is planned behavior to select the information. It usually happens
at the initial stages of problem solving, when an individual carefully selects information
to develop information bias (Kim & Grunig, 2011).
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Information Permitting. It is more of an unplanned or passive behavior of
information selection. Individuals who are less motivated to solve a problem may allow
any information. It usually happens at the later stages of problem solving, when an
individual has a clear understanding of a problem and accepts any information to
understand all perspectives of the problem (Kim & Grunig, 2011). Moreover, motivated
individuals will actively filter climate change information through their cognitive
biasness such as values and identities (Gifford, 2011). In this study, highly motivated
individuals related to climate change will actively select climate change information
(Figure 2.1). Thus, this paper hypothesizes:
Hypothesis 2 (H2): Situational motivation of solving the climate change problem
is positively related to individuals’ selection of information, such that the higher
situationally motivated publics will have more information forfending (H2a) and
information permitting (H2b).
Information forwarding. Highly motivated individuals actively forward the
information related to a problem in a process of problem solving. In an attempt to find a
solution, they share their perspective of information with other individuals to seek
support and solutions, even if the information is not solicited (Kim & Grunig, 2011).
Information sharing. This is a passive information behavior. Less motivated
individuals share information with others, but only when other individuals ask for it.
They usually do not hold a strong view related to the problem and its probable solution.
They may feel less connected to the problem or may feel low efficacy to find a solution
to the problem (Kim & Grunig, 2011). In this study, individuals with high motivation for
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climate change problem will have high information transmitting behaviors (Figure 2.1).
Thus, this paper hypothesizes:
Hypothesis 3 (H3): Situational motivation of solving the climate change problem
is positively related to individuals’ transmission of information, such that the
higher situationally motivated publics will have more information forwarding
(H3a) and information sharing (H3b).
Information seeking. It is defined as the “planned scanning of the environment for
messages about a specified topic” (Grunig, 1997, p. 9). Highly motivated individuals
actively seek information to find a solution for a problem. They actively talk to people to
share their side of story and seek information online to reconfirm views related to the
problem. It is planned behavior to make extra efforts to seek information from different
sources.
Information attending. It is related to unplanned reception of information (Grunig,
1997, 2003). Individuals who are less motivated or who have less perceived involvement
with the problem do not actively seek information, but they passively attend to
information which is available around them without making any special efforts. In this
study, motivated individuals will exhibit climate change information acquisition
behaviors (Figure 2.1). Thus, this paper hypothesizes:
Hypothesis 4 (H4): Situational motivation of solving the climate change problem
is positively related to individuals’ acquisition of information, such that the
situationally motivated publics will have more information seeking (H4a) and
information attending (H4b).
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2.3.3 The Use of STOPS in Communication Literature
The STOPS can be utilized by the communication professional to devise
communication strategies in different problem situations (Kim & Grunig, 2011). The
STOPS is a comparatively newer theory and scholars are using this theory in different
areas such as crisis communication (Kim, 2016; Kim, Miller, & Chon, 2016),
international issues (Kim, Ni, Kim, & Kim, 2012), CSR (Kim et al., 2018), health (Kim
et al., 2011; Kim & Vibber, 2012; Kim & Lee, 2014), and employee communication
(Kim & Rhee, 2011).

A few scholars have added another theory to provide a new conceptual
framework. Lee, Oshita, Oh, and Hove (2014) combined spiral of silence and the STOPS
to investigate the difference in publics’ willingness to express their opinions in hostile
social situations such as gun possession and climate change. They suggested that active
publics are more likely to express their opinions, and fear of isolation plays a key role in
suppressing publics’ willingness to speak their opinion. Yoo, Kim, and Lee (2016)
combined health beliefs, media perceptions, and the STOPS theory to create an integrated
health campaign model. Werder and Schweickart (2013) proposed an integrated model by
combining the theory of reasoned action (TRA) and the STOPS framework to explain
communicative behavior. McKeever (2013) and then McKeever, Pressgrove, McKeever
and Zheng (2016) also combined TRA and the STOPS and proposed an emerging theory
of situational support using three national survey datasets. They argued that the new
model may help in explaining how and why individuals support certain causes, events,
and organizations. This model has been tested in a cross-cultural context by examining
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underlying motivations of Chinese and American students to support fundraising events
(Zheng, McKeever, & Xu, 2016).

Krishna (2017) conceptualized lacuna individuals as knowledge deficient and
issue- negative publics. Kim et al. (2012) tested the cross-cultural applicability of the
STOPS and hot- issue publics by examining the perceptual, cognitive, and motivational
as well as active information behaviors of South Koreans regarding the widely media
covered issue of the U.S. beef ban. Kim (2016) conducted an online experiment to
investigate the impact of framing factors and different publics’ communicative behaviors
on crisis outcomes. Using the real case scenario of an Asiana Air plane crash, he
suggested that a preventable crisis can result in negative behavioral intentions and
negative attitude towards a company, largely due to higher attribution of responsibility of
crisis to the company. Also, active information behaviors result in positive behavioral
intentions towards a company, whereas passive information behavior results in negative
behavioral intentions towards a company. Using the STOPS theoretical framework, Kim
and colleagues (2018) surveyed American respondents to investigate how CSR
expectations impact consumers’ perceptions, motivations and communication behaviors
about corporate misconduct related to workplace gender discrimination. They found that
CSR expectations play a huge role in influencing consumers’ communicative behavior
about the crisis.

Jiang, Kim, Liu, & Luo (2017) used the STOPS to understand situational
motivation, communicative behaviors and environmental engagement behavior of
Chinese citizens regarding an environmental problem: PM2.5 (its resulted haze and smog
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air pollution) in China. Kim and colleagues (2016) identified key publics and their
communicative behavior related to crisis communication. They divided the active and
aware publics into eight different segments using summation method based on their
history, time, and involvement with the problem. They found out that active and aware
publics more likely have negative behavioral intentions towards a company. Thus,
organizations are required to be strategic in their approach by segmenting publics and
addressing them during the initial phase of the crisis. Kim and colleagues (2011) used the
STOPS in the realm of health communication and introduced the concept of the Problem
Chain Recognition effect. They suggested that active publics for the issue of organ
donation shortage would also be attentive to other organ donation-related issues. Thus,
the STOPS literature is burgeoning, but the PCR effect has not received enough attention,
especially in the context of environmental CSR communication. This study fills this gap
in the literature by conducting an experiment to examine the PCR effect.

2.4 Problem Chain Recognition Effect
The Problem Chain Recognition (PCR) effect is defined as the “the perceptual
contagiousness of similar types of individual and social problems that further trigger
epistemic motivation and information behaviors” (Kim & Krishna, 2014, p. 94). Thus,
individuals recognize a problem within the network of problems and are motivated to
solve it through active communication behaviors. This extension of recognition from one
issue to a related issue is defined as the Problem Chain Recognition effect (Kim et al.,
2011). This can be explained as when a group of individuals are active or aware of a
problem, they are more likely to have high situational motivation and communicative
behaviors to solve the problem (Kim & Grunig, 2011). Active individuals in problem-
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solving communicate with other individuals to draw attention and resources to solve a
common problem (Chwe, 2001). Thus, active problem-solvers try to enhance “common
knowledge” through active communication with others, to solve a “coordination
problem” in collective problem solving (p. 3). Through active communication with others
regarding a common problem, individuals not only mobilize resources but also reproduce
and recognize related problems (Rosenstone & Hansen, 1996; Kim et al., 2011). Through
the exchange of information and conversation, these same individuals will also recognize
a related issue as problematic and are more likely to have high situational motivation and
active communicative behaviors to solve the related problem. As defined by Kim et al.
(2011), “the problem chain recognition is likely to happen as one develops interest in a
problem and obtains and exchanges information on the problem” (p. 176). This
recognition then increases the likelihood of realizing and communicating about a given
related problem (salient or non-salient environmental issues) within a larger problem
network (reducing climate change).

Many problems can be explained by the PCR effect such as predicting publics for
organ donation, environmental protection behavior as well as in organizational
communication such as public support for CSR (Kim & Krishna, 2014). Kim et al. (2011)
examined the applicability of the Problem Chain Recognition (PCR) effect in the realm
of health communication. They segmented the publics as active and aware related to
organ donation shortage and examined their communicative behaviors as well as their
behavioral intentions to become donors. Using two surveys, they also found that
individuals with high situational motivation about organ donation shortage had high
problem and involvement recognition as well as high information seeking and attending
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behaviors for other related issues, such as shortages of egg donors for infertile patients
and shortages of bone marrow donations. Thus, they found support for the PCR effect by
understanding that when individuals become active on one issue, they are more likely to
perceive related issues as problematic and seek more information to find a solution.

Kim and Ni (2013) contended that the PCR effect is an important concept and can
be applied to social problems such as environmental concerns, e.g., higher motivation for
salient issue such as reducing climate change may increase problem recognition and
involvement recognition for similar or related less salient environmental issues. Thus, the
independent variable for the PCR effect is the situational motivation in problem-solving
about salient issue (climate change) and the dependent variable is communicative action
about other related issues (environmental issues). Problem and involvement recognition
about other related environmental problems act as mediators in the PCR effect (Figure
2.2). Thus, this study hypothesizes:
Hypothesis 5 (H5): The more situationally active individuals are on the issue of
climate change, the more problem recognition (H5a), and involvement
recognition (H5b) for other related environmental issues.
Hypothesis 6 (H6): Higher involvement (H6a) and problem recognition (H6b)
will result in higher communicative behavior towards other related environmental
issues.
Hypothesis 7 (H7): Individuals' activeness in problem solving is positively
related to their acquisition of information related to other related environmental
issues, such that the more active they are, the more information seeking (H7a) and
information attending (H7b) they engage in.
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Hypothesis 8 (H8): Individuals' activeness in problem solving is positively
related to their transmission of information related to other related environmental
issues, such that the more active they are, the more information forwarding (H8a)
and information sharing (H8b) they engage in.
Hypothesis 9 (H9): Individuals' activeness in problem solving is positively related
to their selection of information related to other related environmental issues, such
that the more active they are, the more information forefending (H9a) and
information permitting (H9b) they engage in.
2.5 Impact of Environmental Issues on PCR effect
2.5.1 Issue Salience As a Moderator
Literature suggested that issue salience can be defined in terms of a) contextual
factors and b) individual level factors (Arceneaux, 2008). Contextual factors such as
sociopolitical hot issue is important for political leaders (Lewis-Beck, Jacoby, Norpoth,
& Weisberg, 2008) and “has received extensive media coverage” (Kim et al., 2012, pg.
145). Due to high media attention, people have received more information related to the
issue and thus, has formed an opinion or attitude towards the issue due to information
abundance in the memory (Zaller, 1992). This issue impacts nearly everyone in the
publics (Kim et al., 2012). Ciuk and Yost (2016) argued that “contextual factors are
undoubtedly an important part of issue salience” (pg. 330). In this study, climate change
is a salient issue, which impacts almost everyone and has received enough political and
media attention.
Second set of salience factors such as – “individual level factors” are also useful
for this study (Ciuk & Yost, 2016, pg. 330). Ciuk and Yost (2016) stated issue
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importance “can be defined as the concern, care, and significance the individual attaches
to the attitude object—the issue in question” (pg. 330; also see Lecheler, de Vreese, &
Slothuus, 2009). Thus, issue salience is related to individual’s discretion to attach
importance to an issue. In this study, individuals will identify most salient (important)
and non-salient (least important) environmental issue.
Grunig (1983) argued that literature suggested that environmental issues have
become a growing concern for publics over the years. However, open-ended questions in
his survey have showed contrary results. In general, publics’ concern and efforts to solve
an environmental issue depends on their perceived involvement with the issue. Thus,
individuals’ attitudes and behaviors towards an environmental issue depends on the
situation. Grunig (1983) argued that “the results of research on environmental
communication and attitudes seem to require a situational explanation” (p. 4). This makes
a strong case for using the situational theory of communication for understanding
publics’ attitudes towards different environmental issues. Furthermore, the situational
theory of publics states that “how a person perceives a situation explains whether he will
communicate about that situation, how he will communicate about that situation, and
whether he will have an attitude relevant to the situation” (Grunig, 1983, p.9).
Using the situational theory of publics, Grunig (1983) conducted two survey
studies to identify environmental publics about different environmental issues. One
survey was conducted in urban cities and another in rural communities. He examined
publics’ situational perception and communicative behavior towards eight different types
of environmental issues. He hypothesized that individuals’ situational perceptions are
related to their attitudes and behaviors towards different environmental issues. The four
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common environmental issues (air pollution, extinction of whales, the energy shortage,
and strip mining) were used in both studies. Superhighways in urban areas, disposable
cans and bottles, water pollution, and oil spills were used only in urban study, whereas
dams and flood control projects, effect of pesticides on wildlife, fertilizers runoff in lakes
and streams, nuclear power plants were used in only in rural study. Using factor analysis,
Grunig (1983) categorized one set of general environmental issues, and three separate
special-interest issues in both urban and rural studies. For the urban study, extinction of
whales, disposable cans and bottles, strip mining, water pollution, and oil spills were
considered as general (or non-salient) issues, whereas air pollution, the energy shortage,
and superhighways were considered as salient issues. For the rural study, dams and flood
control projects, strip mining, water pollution, pesticides, and nuclear power plant were
considered non-salient issues, whereas air pollution, the energy shortage, and whales
were considered as salient issues.
Grunig (1983) found that involvement recognition and problem recognition were
correlated with communicative behavior such as information seeking. Grunig (1983)
argued that when an issue affects almost everyone, such as energy shortage and air
pollution in this study, special environmental publics emerge, who otherwise would not
be concerned with environmental issues. This study showed that both general-interest and
special-interest (high salience) environmental publics are high-involvement and
information-seeking publics. They have an environmental media diet, including
environmental magazines and newsletters. However, special-interest or concerned
environmental publics may be more interested in specialized media related to the topic of
interest such as reading news articles about air pollution. They would discuss their
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concerns with others related to these issues, such as governmental pollution-control
regulations. Thus, they are more likely to be aware of other environmental issues as well
as a corporation’s sustainable behavior. But they are less likely to pose a threat to a
polluter company. However, the unconcerned or low-motivated environmental publics
would not consume environmental media or be aware of other environmental issues.
They are also less likely to discuss environmental problems with others. Thus, Grunig
(1983) identified different publics based on their situational perception towards multiple
environmental issues and set the foundation for future investigation using situational
communication theory to understand special (salient) and general environmental issues
(non-salient) publics.
In another landmark study, Major (1993) used the situational theory of publics to
categorize four basic opinion publics:-- constrained, problem facer, fatalistic, and routine-on two environmental issues, landfill shortages and air pollution. Problem facers were
more likely to engage in communicative behavior (information-seeking) about air
pollution than fatalists, based on their level of involvement. For landfill shortage issues,
problem-facing and constrained publics are more likely to have high information-seeking
behavior than fatalists, irrespective of their level of involvement. Furthermore, this study
argues that problem recognition more than level of involvement is the key variable for
determining a public’s communicative behavior about environmental issues. This may be
related to the media coverage of the salient environmental issues such as air pollution.
People become aware and recognize problems of salient issue through media coverage as
well as their first-hand experience such as air pollution in a polluted city as compared to
non-salient issue such as shortage of landfills, as they do not get any first-hand
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experience. Major (1993) emphasized for public relation practitioners to use problem
recognition as a cognitive measure to increase public’ awareness towards a corporation’s
environmental programs.
More recently, Jiang et al. (2017) used the Situational Theory of Problem Solving
(STOPS) to examine Chinese citizen’s communicative behavior and environmental
engagement behavior towards the salient issue of the particulate matter (PM) 2.5 air
pollution problem in China. They found out that communicative behavior effectively
predicts environmental engagement behavior. In another related study, Overton (2018)
used the Situational Theory of Publics (STP) and conducted a controlled experimental
study by manipulating message frames (diagnostic, prognostic, or motivational) and
environmental issues (general vs. specific) to examine publics’ attitude and behavior
towards two environmental issues. She also examined the impact of communicative
behavior (information seeking) on environmental CSR supportive intentions. Through
pre-tests, Overton (2018) selected the most specific (salient) issue as oceans and the
general (non-salient) issue as food/agriculture. The results suggested that environmental
message framing plays an important role in predicting situational perceptual variables.
She also suggested that problem recognition and level of involvement can predict
communicative behavior (information seeking) towards environmental issues. Overton
(2018) argued that communicative behavior (information seeking) can predict behavioral
intentions such as engaging in positive word of mouth communication about company’s
CSR programs and evaluating company’s altruistic intentions. Overton (2018) also
compared the impact of different issue types (general vs. specific) on communicative
behavior and CSR supportive intentions, but found no moderating impact on the model.
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Thus, based on review of the literature, there is a need to evaluate the impact of different
issue types such as salient vs. non-salient issues on publics’ communicative behavior and
CSR supportive intentions.
2.5.2 Proximity of environmental issues
Literature has emphasized the proximity or spatial distance variable for realizing
the importance of environmental problems and motivating pro-environmental behaviors
among individuals (Van der Linden, Maibach, & Leiserowitz, 2015). Scholars suggested
that individuals consider spatially distant environmental problems as personally nonrelevant and discount the risk of the issue (Van der Linden et al., 2015; Spence,
Poortinga, & Pidgeon, 2012; Spence & Pidgeon, 2010). The probable explanation
suggested by literature is that individuals consider consequences of environmental
problems or climate change is happening to “other” people in geographically “distant”
places (Leiserowitz, 2005; Van der Linden et al., 2015), which is related to psychological
phenomenon of “optimism bias” (Weinstein, 1989) and “third person effect” (Tyler &
Cook, 1984).
Individuals consider local environmental issues more salient and relevant
(Lorenzoni & Pidgeon, 2006) and this results in more engagement (Leiserowitz, 2007).
Scannell and Gifford (2013) suggested that environmental messages would be more
relevant and efficient if local implications of climate change are highlighted, such as local
activities leading to the environmental damage, potential impact, including opportunities
for local people to help control the environmental problem. For example, a survey study
indicated that although the concern for the global climate change was low among
American citizens, they had taken some action to solve local environmental problems
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(Kates & Wilbanks, 2003). Personal relevance of the issue enhances the cognitive and
emotional association with the issue (Lorenzoni, Nicholson-Cole, & Whitmarsh, 2007).
Thus, personal relevance of the issues impacts the information processing related to the
issue (Spence & Pidgeon, 2010). Higher local and relevant environmental messages can
result in more systematic processing of that message (Petty & Cacioppo, 1979). Rayner
and Malone (1997) argued that higher relevancy and local impact of the environmental
issues also instigates individuals to act in a sustainable way to mitigate the climate
change consequences. Furthermore, local pro-environmental actions can act as a catalyst
for long-term behavior change, which can influence the local society to begin a broader
range of environmentally beneficial activities (Hassol & Udall, 2003).
Uzzell (2000) conducted a multi-cultural study and asked respondents from the
UK, Australia, and Slovakia about the impact and seriousness of multiple environmental
issues. He reported that the perceived individual responsibility for tackling environmental
problems was highest at the local level and decreases if the problem was in another
country or continent. However, “environmental problems are perceived as being more
serious at the global rather than the local level” (pg. 327). Thus, it is paradoxical that
people perceive minimal problems at the local level, but higher responsibility for
geographically local problems. In addition, individuals are more likely to take some
actions to deal with relevant and local environmental problems, due to high relevance
(e.g. Rayner & Malone, 1997).
Scholars suggested that social risks of climate change are perceived to be more
serious than personal risk (Leiserowitz, Maibach, Roser-Renouf, & Smith, 2010; Spence
& Pidgeon, 2010) and this result may vary among residents of different countries. The
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common perception is more likely to be true that individuals from developing countries
are more susceptible to the impact of climate change as they are less prepared with
minimal resources (Confalonieri et al., 2007). In addition, cross-cultural studies have
indicated that individuals from both developed and developing countries are more likely
to perceive the seriousness of climate change damage at the global level than at a local
level (Gifford et al., 2009; Räthzel & Uzzell, 2009), which further indicates the
importance of local vs. global impacts of environmental issues for stimulating proenvironmental behaviors.
Spence and Pidgeon (2010) conducted an experimental study and manipulated
gain vs. loss outcome as well as local vs. distant impacts of climate change. For creating
stimuli, they adapted the text from the 2007 Intergovernmental Panel on Climate Change
report and also used maps and images of potential flooding impacts. The text related to
spatial impact was modified to refer to local geographical areas, i.e. the UK, and distant
geographical areas were referred to continental Europe and other specific European
countries. Their result indicated that messages related to local climate change impact
were perceived as more personally relevant information than information about distant
area impacts. They argued that environmental messages as local and personally relevant
can increase the salience of the issue, and thus, promote behavioral intention to act on it.
Scannell and Gifford (2013) also conducted an experimental study and participants were
randomly assigned to one of three message conditions- local, global, and control
conditions. They found that local messages were more effective and resulted in high
engagement among respondents towards environmental issues.
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Ra¨thzel and Uzzell (2009) raised the question related to what is global, whether
is it a developing continent such as Asia or Africa, where the impact of climate change is
more prominent but there are minimal resources to deal with it, or is it somewhere like
Greenland, where glaciers are quickly melting. They suggested that global is a relational
concept, and “it can only be defined from a specific position, and from any specific
position the global is elsewhere” (p.329). In this study, local is operationalized as “U.S.”
and global is operationalized as “Asia.”
In summary, previous literature related to environmental issues suggest that
salient issues enhance recognition of other related issues and local issues increase
behavioral engagement among individuals. Also, the STOPS literature suggests that
higher situational motivation related to a main issue (climate change) can result in higher
problem and constraint recognition of other related issues. Thus, it is predicted that the
interaction effect between geographical manipulation (local vs. global issue) and salience
manipulation (salient vs. non-salient) on the PCR effect (i.e., involvement and problem
recognition of other related issues) is expected to be significant among individuals who
are highly situationally motivated about climate change, not low situationally motivated
about climate change (Figure 2.2). Thus, this study hypothesizes:
Hypothesis10 (H10): There is an interaction effect between issue salience and
situational motivation on involvement recognition (H10a) and problem
recognition (H10b).
Hypothesis11 (H11): There is an interaction effect between issue location and
situational motivation on involvement recognition (H11a) and problem
recognition (H11b).
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2.6 Environmental CSR supportive behavioral intentions
Kim et al. (2011) suggested that when the public is highly motivated to solve a
problem, they will be more likely to do something about it such as supporting an
environmental CSR program through purchasing a company’s products. Thus, the PCR
effect may also increase voluntary behavioral intentions such as participation in
environmental conservation programs and/or higher intention to purchase from
organizations making efforts to reduce plastic waste (Figure 2.3). Jiang et al. (2017)
defined environmental engagement as a behavioral perspective, which involves
communicating about an air pollution environmental problem through mediated and
interpersonal channels. They argued that environmental engagement is immediately
subsequent to communicative behavior related to air pollution in China. Using the
Situational Theory of Publics (STP), Overton (2018) also suggested that communicative
behaviors such as information seeking can effectively predict supporting environmental
CSR behavioral intention variables such as positive word-of-mouth communication,
perceived company’s altruistic intentions, and positive evaluations of the company. Thus,
this study hypothesizes:
Hypothesis 12 (H12): Communicative action for other related environmental
problems will predict a higher intention to support environmental CSR (H12a),
higher evaluations of company reputation (H12b), a higher intention to engage in
positive word-of-mouth communication (H12c), and a higher intention to
purchase company’s products (H12d).
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2.7 Pre-existing Attitudinal Factors (Control variables)
2.7.1 Global Mindedness.
Sampson and Smith (1957) first defined the term world mindedness as a value
orientation or frame of reference to support global problems of mankind rather than of
particular country or nationality. Hett (1993) further refined the definition, stating global
mindedness as “a worldview in which one sees oneself as connected to the world
community and feels a sense of responsibility for its member, a commitment reflected in
an individual’s attitudes, beliefs and behaviors” (p. 143).
Global mindedness is related to individuals’ different levels of international
experience, having friends from different countries or cultures, or having attended
internationally-oriented programs or courses (Hett, 1993). Individuals with high global
mindedness are more likely to feel interconnected with the global human community, to
respect other cultures and languages, to feel a sense of responsibility towards mankind in
general. They also tended to have a high concern for the environment or the wellbeing of
the nature. Hett (1993) revised the global mindedness scale and it now consists of five
dimensions, i.e., responsibility, cultural pluralism, efficacy, globalcentrism, and
interconnectedness. Global-minded people are more likely to support multinational
organizations implementing environmental CSR programs in other states or countries.
Kehl and Morris (2008) compared global mindedness of students participating in a short
term of eight weeks and also a semester-long study abroad programs. Their results
indicated that students who participated in the semester-long study abroad were more
likely to exhibit higher global mindedness characteristics. McGaha and Linder (2014)
surveyed introductory-level teacher education candidates at a southeastern American
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research university. Their results indicated that participants were moderately globalminded but indifferent on items related to global centrism, and interconnectedness. There
is dearth of literature related to global mindedness and environmentally friendly CSR
initiatives by multinational organizations.
2.7.2 Environmental beliefs
Environmental beliefs/concern are defined as individuals’ psychological tendency
to perform pro-environmental behaviors that reflect their acknowledgement, perceptions,
attitudes and behavior towards environmental issues (Schlegelmilch, Bohlen, &
Diamantopoulos, 1996; Zelezny & Schultz, 2000). Schultz (2001) argued that
environmental concern is comprised of three factors: egoistic, altruistic, and biospheric
environmental concerns. However, traditionally, environmental attitude is measured by a
new environmental paradigm as a unidimensional construct ranging from favoring to
disfavoring the natural environment (Milfont & Duckitt, 2004, 2010). Studies suggested
that individuals with higher environmental concern tend to purchase products based on
their impact on the environment (Fritzsche & Dueher, 1982; Prothero & McDonagh,
1992; Barr, Ford, & Gilg, 2003; Mostafa, 2007). Dong et al. (2017) conducted an
experimental study and found that environmental beliefs are related to individuals’
support for the organizations’ environmental CSR programs. Dienes (2015) contends that
climate change concern has a positive and significant impact on respondents’ intention to
act in environmentally friendly way and to spend money for climate change mitigation.
Moreover, climate change concerns and actions are influenced by the economic factors.
In poorer developing countries, the economic crisis may reduce individuals’ concerns
towards environment due to shifting priorities, whereas, in developing countries, the
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relationship between climate change concern and environmentally friendly behavior is
more stable as it is less impacted by economic shocks.
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Figure 2.1 Modified STOPS model for climate change
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Figure 2.2 Proposed PCR effect model for different environmental issues
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Figure 2.3 Proposed model for examining CSR supportive intention
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CHAPTER 3
METHOD
3.1 Overview
To test the proposed hypothesis, this study employed a 2 (global vs. local issue) x
2 (salient vs. non-salient issue) between-subjects online experimental design. The
experiment was carried out through Qualtrics using four different blogs by the company
[global salient issue, global non-salient issue, local salient issue, local non-salient issue].
Climate change was considered as the main or salient issue that is affecting every
individual globally. In the first step, the STOPS variables such as situational motivation
of problem solving, and CAPS variables related to climate change problem were
measured. Thus, the modified STOPS model was tested in the context of climate change
before actually testing the PCR effect. Then, respondents were exposed to one of the four
experiment stimuli. Later, variables related to other environmental issues were measured
to test the PCR effect. Thus, the proposed second model (Figure 2.2) examined the
mechanism of the PCR effect. To examine the PCR effect, the situational motivation of
problem solving about climate change acted as an independent variable. The mediator
variables were involvement and problem recognition. The dependent variables were all
six CAPS variables about related environmental issues.
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The third model (Figure 2.3) examined impact of the PCR effect on behavioral
intention towards the company’s environmental CSR programs. Thus, the measured
dependent variables included general CSR supportive intention, purchase intentions,
word-of-mouth communication, and perceived company’s reputations. Global
mindedness, and environmental beliefs were measured as control variables.
3.2 Participants
A general Qualtrics American population were the sample for this study. For
determining sample size, a general rule of thumb of 10 cases/observations per item was
considered. In the proposed models (Figure 2.2 and 2.3), there are eight first-order
variables with 41 items. So, total 410 participants were requested from Qualtrics online
panel for this study, but Qualtrics provided with 440 participants. Each respondent was
given implied consent, and was approved by the university’s institutional review board.

The first page of the survey was the consent form to help respondents decide
whether they wish to participate in the study. The consent form included the summary of
the purpose of the study, contact information of the researcher and advisor for any
clarification or further information, and a statement that participation in this online
survey is voluntary and they can decline to participate, without consequence, at any point
or time during the survey. At the end of the consent form, respondents provided with two
options, “yes” or “no,” to confirm that they have read the instructions and they are more
than 18 years of age. If they choose “no,” they were removed from the survey and taken
to the end page of the survey. The respondents who choose “yes” were allowed to
complete the actual survey. After the consent form, participants were asked to rate their
extent of knowledge about climate change using a 7-point semantic-differential scale
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with anchors of “not at all” and “to a great extent.” If respondents chose “not at all,” they
were removed from the survey and taken to the end page of the survey. Using Qualtrics,
a quality check was implemented to measure response completion time and survey
completion time. Participants who completed the survey in under five minutes were
removed from the final sample. Moreover, two attention check questions were also
embedded within the survey and participants who failed those questions were removed
from the final sample.

3.3 Pretests
3.3.1 Environmental topics and the PCR issues pretests

A pretest was conducted to identify the two environmental topics used in the
study: a salient topic and a non-salient topic. Amazon’s Mechanical Turk (also known as
MTurk) was used to collect sample for conducting this pre-test. Mturk allows researchers
to recruit participants for survey related to various topics (Beymer, Holloway, & Grov,
2018) and it addresses the concern of diversity associated with using college students as
sample (Krishna, 2017). In the U.S., the Mturk is an excellent source of data collection
for pretesting, and exploratory research, due to its low cost and recruitment speed
(Christenson & Glick 2013). Researcher create the human intelligence tasks (HITs) for
each survey and choose the compensation amount for each participant on Mturk platform.
Mturk users choose to participate in the survey depending upon specifications of the
survey and compensation amount (Beymer, Holloway, & Grov, 2018). Public relations
scholars have extensively used Mturk platform (see Krishna, 2017; Kim, 2016).

48

The pretest sample included American residents (N=45) above 18 years of age.
Participants from the pretest sample were not included in the final sample. The EPA
mentioned eight broad environmental topics including six environmental issues on its
website. The six listed broad environmental issues are- Air, Chemicals and Toxics,
Greener Living, Health, Land, Waste, and Cleanup, and Water. From each broad
environmental issue, two sub-issues were selected to present in the survey. Moreover,
Grunig (1983) conducted a study using 12 different types of environmental issues. The
researcher also included eight environmental issues used by Grunig (1983) in my survey
as four issues were already included such as air pollution and water pollution. Thus, total
20 environmental issues were presented to participants for testing the degree to which
they feel each as salient issue or a non-salient issue. Participants were asked to rate the
degree to which they felt each environmental issue was a salient issue or a non-salient
issue using a 7-point semantic-differential scale with anchors of “least salient” and “most
salient.” Participants were instructed to evaluate salient issues as those that are important
and well known.

The harmful pollutants from vehicular and factories emission causing air
pollution was rated as the most salient issue with the mean score (M = 5.62, SD = 1.23)
and land degradation was rated as the non- salient issue with the least mean score (M =
3.80, SD = 1.66). A paired samples t-test was conducted and there was a significant
mean difference between salience of these two issues, t(45)= 5.21, p<0.5. Thus, the study
included land degradation as a non-salient environmental issue, while harmful pollutants
from vehicular and factories emission causing air pollution as a salient issue.
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This pretest also had a question related to the PCR issues pre-test. As mentioned
earlier, one of the most important premises of the PCR effect is that main issue is related
to other less- salient issues. In this study, the main issue is “climate change” and a pretest was conducted to ascertain that two other (salient and non-salient) environmental
issues (in this study- the harmful pollutants from vehicular and factories emission causing
air pollution and land degradation) were related to Climate Change. This pretest was
conducted with environmental topic pretest using the same survey link. Participants were
asked to rate the degree to which they felt environmental issue were related to climate
change issue using a 7-point semantic-differential scale with anchors of “not related at
all” and “very closely related.” Based on the high mean score value, it was considered as
the harmful pollutants from vehicular and factories emission causing air pollution (M =
6.00, SD = 1.46) and land degradation (M = 4.62, SD = 1.45) were related to climate
change.

3.4 Procedure for the main study
This study took the form of an online experiment. After salient and non-salient
environmental topics were selected, a separate pretest for the main study was conducted
to test the overall flow, timings, and effectiveness of stimuli construction. The pretest
sample included American residents (N=45) above 18 years of age through Qualtrics
survey tool. The Qualtrics software allows researchers to create the survey questionnaire
and also provide a link to request participants to take part in the survey. Using Qualtrics’
link, participants are recruited based on certain criteria specified by the researcher. The
Qualtrics quote the price per subject to the researcher based on the specificity of the
criteria and return the collected data to the researcher after the completion of the
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recruitment (Beymer, Holloway, & Grov, 2018). The Qualtrics’ online panel is widely
used in the area of public relations (see Sweetser, Ahn, Golan, & Hochman, 2016) and
CSR (see Kim et al., 2018; Overton, 2018).
Participants from the pretest sample were not included in the final sample. The
reliability scores of all variables were measured and the reliability score (Cronbach’s
alpha = 0.27) of Information sharing was very low. The wording of one of the scale
items was changed from “Unless people ask me, I do not initiate conversation about land
degradation/ air pollution” to “When people will ask me, I may initiate conversation
about land degradation/ air pollution.” Then, the reliability score of the variable was
measured again. After the reliability score increases to the acceptable score of .77, final
data collection took place. The probable reason for low reliability score was negative
sentence framing because after removing negative words such as unless and not, the
reliability score was increased. The final sample for the online experiment was also
recruited using a Qualtrics sample from March 21 to March 29, 2019. Some researchers
have criticized and compared the use of Qualtrics’ online panels with convenience
sample (Kees, Berry, Burton, & Sheehan, 2017). To ensure the sample of the study
approximated the population of the U.S., probability quota sampling to used. The quota
was instituted during data collection process for age, gender, and political affiliation
distribution to match with the U.S. census data (United States Census Bureau, 2018). The
final data collection took place in two stages. The first stage was soft launch with only 50
participants and the second stage with 390 participants, resulting 440 participants total as
a final sample. Reliability scores, manipulation check and hypothesis testing were again
conducted after the final sample was collected (Table 3.2).
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3.5 Demographic Information of the Sample
The respondents’ demographic characteristics are shown in the Table 3.1. The
sample included almost equal number of males (50.5%) and females (48.6%). The
majority of the sample (82.3%) were Caucasian with mean age 51 years. The majority of
the sample had a household income in the range of $20,000 – $80,000. Regarding
educational qualifications, 35.2% respondents were high school graduates, followed by
24.3% respondents had a bachelor’s degree and 23% respondents had an associate
degree. Almost half of the sample (45.5%) had Democratic political party affiliation,
followed by 28.2% has Independent political party affiliation, and 23.9% had Republican
political party affiliation.

3.6 Measures

The key variables of the modified STOPS model (Figure 2.1), i.e., situational
motivation in problem solving, and six communicative actions (information seeking,
information attending, information permitting, information sharing, information
forefending, information forwarding) were measured by adapting 7-point Likert-type
scales where 1= strongly disagree to 7= strongly agree, from Kim and Grunig (2011),
Jiang et al. (2017), and Krishna (2017). Reliability of each measure was evaluated and
then combined to create a scale. As there are a large number of measures used in this
study, they are listed in the table format in table 3.2 and also in the questionnaire in
Appendix B. Table 3.2 also listed reliability scores, mean and standard deviation of all
tested variables. The sample items for each variable are mentioned within text below.
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3.6.1 Independent Variables

The Situational motivation in problem solving was measured with three items,
such as “I often stop to think about climate change problem.”

3.6.2 Dependent Variables

The Communicative action was measured with 18 items for six aspects of
information behavior. It was measured twice in the survey, i.e., for climate change and
also for salient/non-salient issues. As mentioned above, air pollution was selected as
salient issue and land degradation was selected as non-salient issue.
Information forefending was measured using three items, such as “I know where
to go when I need updated information regarding climate change/ land degradation/ air
pollution problem.”
Information permitting was measured using three items, such as “I am willing to
look at things from a different viewpoint on reducing climate change/ land degradation/
air pollution problem.”
Information forwarding was measured using three items, such as “I have posted
my opinion and experience on reducing climate change/ land degradation/ air pollution
problem on social media sites.”
Information sharing was measured using three items, such as “when people ask
me, I may initiate conversation about reducing climate change/ land degradation/ air
pollution.”
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Information seeking was measured using three items, such as “I regularly check to
see if there is any new information about reducing climate change/ land degradation/ air
pollution problem on the Internet.”
Information attending was measured using three items, such as “I pay attention to
reducing climate change/ land degradation/ air pollution problem when a report appears
on TV news.”

All items related to CSR supportive intention were measured using a seven-point
Likert-type scale (1 = “strongly disagree”; 7 = “strongly agree”).

The general environmental CSR support was measured using three items adapted
from Kim (2014). The items included “I would like to support the company’s efforts to
reduce environmental problems.”

The word of mouth intention was measured using three items adapted from Rim
and Song (2013). Items such as “I would mention the company’s environmental
responsibility efforts to people” were included.

The perceived company’s reputation was measured using three items adapted
from Tao and Ferguson (2015). Participants were asked questions related to the company
including “I think this company is ethical, socially responsible, and a good member of the
society.”

The purchase intent was measured using five items on a 7-point semantic
differential scale adapted from Spears and Singh (2004). Respondents were asked to
indicate their overall intention to purchase a company’s products based on what they read
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in the stimuli on five indicators: unlikely/likely, nonexistent/existent,
improbable/probable, uncertain/certain, and definitely would not/definitely would.

3.6.3 Mediating Variables for the PCR effect

Problem recognition was measured with three items, such as “There should be
immediate efforts to improve the situation for the land degradation/ air pollution
problem.”

Involvement recognition was measured with three items, such as “In my mind, I
see a close connection between myself and the land degradation/air pollution problem.”

3.6.4 Moderating Variables for the PCR effect

The salience and proximity of the issue were examined as moderating variables to
determine potential differences in the impact of participants’ situational motivation for
climate change on their perceptional variables (problem and involvement recognition)
towards salient and non-salient environmental issues, which can further impact
participants’ communicative behaviors.
Stimulus Material. The Stimulus material included exposure to a manipulated
message related to geographical distance and salience of an environmental issue
presented in the form of a blog post of a fictitious company. Fictitious companies were
used as they “eliminated the possibility of contamination of the manipulation by
preexisting associations” (Klein & Dawar, 2004, pp. 211). The blog post contained the
message related to two environmental issues selected on the basis of the environmental
topics pretest, i.e., salient issue as air pollution, and non-salient issue as land degradation.
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The type of CSR initiatives related to different issues such as partnering with NGOs to
reduce land degradation and producing all-electric light commercial vehicles to reduce air
pollution were constant across all conditions. The message about the environmental issue
was presented in accordance to the location of the issue, i.e., global (Asian) and local
(American) issue. Thus, based on the experimental design, four versions of stimuli [2
(issue proximity: US, Asia country) x 2 (environmental issue: salience vs. non-salient)]
were constructed for the study. Therefore, participants were randomly exposed to one of
the four categories of the stimulus: Non-salient issue (land degradation) taking place
globally (Asian beaches), Non-salient (Land degradation) taking place locally (U.S.),
Salient issue (Air pollution) taking place globally (Asia), and Salient issue (Air pollution)
taking place locally (U.S.). Participants were randomly assigned to each condition so as
to ensure almost an equal number of respondents for each condition.
Each stimulus is a company blog included some text related to salient (air
pollution) and non-salient (land degradation) issues taking place in the U.S. vs. Asian
countries. Each stimulus contained two paragraphs, the first paragraph described the
issue, presented in accordance with the locality of the issue. The first paragraph
discussed the gravity of the environmental issue by highlighting the damage to nature and
mankind. Then, the second paragraph discusses the corporation’s CSR initiatives to
control the environmental damage in Asia vs. the U.S. The word count in every stimulus
(across conditions) was almost equal (i.e., within a few words) to maintain control over
the effects of the stimulus (See Appendix A for stimuli examples).
The manipulation of geographical distance of environmental issue.
Environmental issue was operationalized as a global and local issue. For manipulating
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location of the issue, words like “Asian” and “America/US” were used judiciously. Two
fictitious company names were created (one for each location). The names were created
to most accurately reflect names common within each geographical location. For
example, “Woodward Motors” for American environmental issue, and “Moonlight
Motors” for Asian environmental issue. Stimuli about salient issue in Asia mentioned
Singapore’s The National Environment Agency (NEA), whereas stimuli about salient
issue in America mentioned the US Environmental Protection Agency (EPA). A quote
from an Asian scientist vs. American scientist discussing salient vs. non-salient issue was
also included in the appropriate stimuli.
The manipulation of salience of environmental issue. The manipulated
company blog related to issue salience included a description of the environmental issue,
presented in accordance with the issue location. The company blogs also included images
related to salient issue (air pollution) and non-salient issue (land degradation).
3.6.5 Control Variables
Global mindedness was measured using 30 items adapted from Hett (1993).
Global Mindedness Scale (GMS) included items such as “I generally find it stimulating
to spend an evening talking with people from another culture,” and “American values are
probably the best (Reverse coded).”
Environmental beliefs was measured using the new environmental paradigm
(NEP) scale having 15 items adapted from Dunlap et al., (2000). This scale included
items such as “We are approaching the limit of the number of people the earth can
support,” and “Humans were meant to rule over the rest of the nature (Reverse coded).”
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3.6.6 Manipulation check questions
The first question assessed whether participants were able to identify the different
issue types in different experimental conditions. The issue type was examined using one
question: “The company blog that you read about was discussing which issue?” The
respondents were asked to choose one of the following options: Air Pollution, Land
Degradation, and None of the above.
The second question assessed whether participants were able to identify the
location of the environmental issue in different experimental conditions. The Issue
Proximity manipulation was examined using one question: “You just read a company
blog about a company’s effort to reduce an environmental problem in which country?”
The respondents were asked to choose one of the following options: The United States,
Asia, and None of the above.
3.7 Flow of the Survey
Before exposing the experimental stimuli, respondents were asked measures
related to the STOPS variables (situational motivation, and CAPS) about main issue
(climate change). Then, respondents were randomly assigned to 4 different blocks. After
showing an experiment stimulus, respondents were asked two experiment manipulation
questions related to location and salience of the environmental issue. Then, questions
about problem recognition, involvement recognition, and CAPS about other related
environmental issues were asked, which were followed by measures of general
environmental CSR support, purchase intention, word of mouth communication,
perceived company’s reputation and control measures such as global mindedness, and
environmental beliefs. Demographic information such as age, political affiliation, and
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gender were included in the beginning for quota purposes. The ethnicity, educational
level, and household income variables were also included at the end of the survey.

3.8 Data Analysis

Data was collected through Qualtrics online tool. SPSS (version 25) was used for
preliminary analysis. Data cleaning and preliminary analyses, pre-test analysis, including
the removal of ineligible study participants was conducted using SPSS (version 25). For
analyses, geographical location of an environmental issue and issue salience variables
was converted into dichotomous variable. The U.S. was dummy coded as 1 and Asia as 0.
Similarly, salient issue was coded as 1 and non-salient issue as 0. Later, the data was
transferred in R software to perform Confirmatory Factor Analysis (CFA) and Structural
Equation Model (SEM). In proposed models (Figure 2.1, 2.2, and 2.3), there were nine
first-order latent variables: 1) situational motivation for climate change 2) communicative
action for climate change 3) problem recognition for other environmental issues 4)
constraint recognition for other environmental issues 5) communicative action for other
environmental issues 6) General CSR support 7) Perceived reputations of the company 8)
Word of mouth intentions 9) Purchase intentions.

Before conducting analysis, data was screened for normality prior to the path
analysis. The skewness and kurtosis estimates value were not extreme such that their
values were less than |3.00| and |8.00| respectively, thus, data was treated as
approximately normally distributed (Finney & DiStefano, 2006). Moreover, we have
ordinal data using Likert scale (which is never continuous, normal) but there were 7
categories and if the data have univariate normality with low value of skew and kurtosis,
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it is acceptable to use a normal theory estimator such as Maximum Likelihood. To
evaluate the CFA and SEM models, model-data fit indices were considered.

3.8.1 Model Evaluation Criteria

To evaluate the CFA and SEM models, model-data fit indices, variation explained
by the model in the dependent variable indicated by R2 and parameters estimates in the
model were observed. Multiple fit-indices such as χ2, comparative fit index (CFI),
Tucker-Lewis Index (TLI), standardized root mean square residual (SRMR), and root
mean square error of approximation (RMSEA) were considered to test approximate fit of
the model. A higher χ2 value with p>0.5 indicates model-data misfit. However, χ2 may
not be the best indicator as it is sensitive to sample size especially for the sample larger
than 200 observations (Hoe, 2008), and provides a dichotomous decision regarding the
exact fit of a model to the data, but our interest is to find the approximate fit of a model.
Thus, the ratio of χ2/df can be considered to determine the model fit as the ratio value of
3 and above are considered as acceptable fit (Hoe, 2008). CFI values of .9 or greater are
considered indicative of acceptable overall fit (Medsker, Williams, & Hollahan, 1994)
with a cutoff point close to .95 as a good fit (Hu & Bentler, 1999). The RMSEA values
less than .08 and for SRMR values less than .10 (Kline, 1998) or close to .09 (Hu &
Bentler, 1999), were considered as indicators of a well-fitting model.

Local or modification indices were also be examined. Modification index or
correlation residuals indicate how well each specific relationship between pairs of
variables is reproduced by the model. A positive correlation residual indicates the model
is underestimating the relationship between a pair of variables, whereas a negative
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residual indicates the model is overestimating the relationship. The modification index
value that is big enough to cause a significant change in a model's chi-square (χ2) fit
index were examined.

3.8.2 Summation Method

Before testing hypothesis, respondents are needed to be grouped as high
situationally motivated and low situationally motivated individuals for climate change
problem. For doing this, summation method was used. J.-N. Kim (2011) proposed the
summation method of public segmentation based on the three perceptual variables of the
STOPS: problem recognition, involvement recognition, and constraint recognition.
However, as mentioned above, situational motivation for problem solving was used as a
proxy variable for perceptual variables and was used for segmenting publics. Using
summation method, a cut-off point is established by the researcher and data is split in to
two categories- high and low based on that cut-off point. For example, Krishna (2017)
selected mean value as cut-off value to categorize people based on their knowledge.
Thus, on the knowledge test with highest score as 9, each individual who scored less than
mean value of 5.69 were recoded as 1, resulting in knowledge variable (Krishna, 2017;
also see Kim, 2016; Kim et al., 2016; for examples of the use of the summation method).
Using similar method, mean value was used to dichotomize situational motivation for
climate change as high and low motivated individuals. On a 7- point Likert scale, each
individual who scored less than mean value of 5.093 were recoded as 0, and remaining as
1, resulting in categorical situational motivation variable. Chapter 4 provides the detailed
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description of findings including statistical tests that were conducted to test hypothesis
and address research questions.
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Table 3.1 Demographic Characteristics of Respondents (N=440)
Demographic characteristics
Frequency Percentage
Mean
(%)
Gender
Male
222
50.5%
Female
214
48.6%
Other
4
.9
51.1
Age
Annual Household Income
$0- 20,000
73
16.6
$20,001- 40,000
97
22.0
$40,001- 60,000
84
19.1
$60,001- 80,000
73
16.6
$80,001- 100,000
47
10.7
$100,001-120,000
31
7.0
$120,001-140,00
10
2.3
More than 140,000
25
5.7
Education
Less than High School
8
1.8
High school graduate
155
35.2
Associate degree (AA, AS)
101
23.0
Bachelor’s degree (BA, BS)
107
24.3
54
12.3
Master’s degree (MA, MS,
MBA, M.Ed., etc.)
Professional degree (MD,
14
3.2
DDS, DLLB, JD, etc.)
Doctorate degree (Ph.D.,
1
.2
Ed.D.)
Race/Ethnicity
Black/African American
31
7.0
Caucasian
362
82.3
Asian/Pacific Islander
16
3.6
Hispanic /Latino
23
5.2
Arab/Middle-Eastern
1
.2
Others (please specify)
7
1.6
Political Affiliation
Democratic
200
45.5
Republic
105
23.9
Independent
124
28.2
Others
5
1.1
Prefer not to disclose
6
1.4
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SD

17.22

Table 3.2 Measures, means, standard deviations for tested variables
Variables
Items
Cronbach’s Mean
Alpha
Situational
I often stop to think about the
0.89
Motivation for climate change.
4.46
climate
I am curious about the climate
change
change.
5.24
I want to better understand the
climate change.
5.42
Information
I regularly check if there is any 0.93
Seeking for
new information about the
climate
climate change on the internet
4.01
change
I often check news articles and
booklets containing relevant
information about climate
change.
4.17
I regularly visit websites related
to climate change.
3.59
Information
I pay attention to the news
0.83
Attending for related to climate change when
climate
a report appears on TV news.
5.25
change
I attend news when they cover
the climate change problem.
4.52
Information
When people will ask me, I
0.84
Sharing for
may initiate conversation about
climate
climate change.
4.44
change
When others bring about the
topic of climate change, I talk
about this problem.
5.04
When others ask me in the
casual conversation, I share my
opinion about the climate
change.
5.25
Information
I have posted my opinion and
0.78
Forwarding
experience about climate
for climate
change on social media sites.
3.2
change
I (often) bring the issue of
climate change to the attention
of people I know.
3.87
Information
I welcome all views on climate 0.83
Permitting for change problem.
5.07
climate
I listen to even contradicting
change
opinions on the issue of climate
change.
5.13
Information
I express my opinions
.85
Forfending for confidently about what should
4.53
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SD

1.66
1.49
1.42

1.74

1.71
1.74

1.51
1.71

1.78

1.52

1.41

2.1

1.89
1.43

1.32
1.66

climate
change

Problem
Recognition
(Env. Issues)

Involvement
Recognition
(Env. Issues)

Information
Seeking (Env.
Issues)

Information
Attending
(Env. Issues)

Information
Sharing (Env.
Issues)

be done to deal with climate
change.
I have studied climate change
enough to judge the value of
information.
I believe environmental and
related organizations need to
pay more attention to land
degradation/ air pollution
problem.
Land degradation/ air pollution
is an important environment
and health problem.
In my mind, I see a close
connection between myself and
the land degradation/air
pollution problem.
I feel the land degradation/ air
pollution problem affects or
could affect me personally.
I regularly check to see if there
is any new information about
land degradation/ air pollution
on the Internet.
I would check news articles and
booklets containing relevant
information about the land
degradation/ air pollution.
I regularly visit Web sites
related to the land degradation/
air pollution problem.
I pay attention to the news
related to land degradation/ air
pollution when a report appears
on TV news.
I attend to news when they
cover the land degradation/ air
pollution problem.
When people will ask me, I
may initiate conversation about
land degradation/ air pollution.
When others bring about the
topic of land degradation/ air
pollution, I talk about this
problem.
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4.43

1.68

5.82

1.24

5.98

1.11

4.32

1.6

5.12

1.52

3.61

1.72

3.61

1.73

3.33

1.71

4.6

1.75

4.18

1.81

4.25

1.76

4.55

1.66

0.87

0.88

0.81

0.86

0.89

Information
Forwarding
(Env. Issues)

Information
Permitting
(Env. Issues)

Information
Forfending
(Env. Issues)

General CSR
Support

Purchase
Intent

When others ask me in the
casual conversation, I share my
opinion about the land
degradation/ air pollution.
I (often) bring the issue of land
degradation/ air pollution to the
attention of people I know.
When there are opportunities, I
explain the issue of land
degradation/ air pollution to my
family members/ friends.
I listen to even contradicting
opinions on the issue of land
degradation/ air pollution.
I welcome all views on land
degradation/ air pollution
problem.
I know where to go when I
need updated information
regarding land degradation/ air
pollution.
I express my opinions
confidently about what should
be done to deal with land
degradation/ air pollution
problem.
I would like to support the
company’s efforts to reduce
environmental problems.
I would talk positively with
others about the company’s
efforts to minimize
environmental problems.
I would recommend the
company’s product or service.
Based on what you read, please
indicate your overall intention
to purchase company’s
products- Unlikely: Likely
Based on what you read, please
indicate your overall intention
to purchase company’s
products- Nonexistent: Existent
Based on what you read, please
indicate your overall intention
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4.63

1.66

3.58

1.86

4.01

1.82

5.04

1.35

5.09

1.45

4.24

1.68

4.08

1.74

5.17

1.34

5.21

1.45

5.02

1.54

4.6

1.9

4.73

1.71

4.68

1.81

0.91

0.85

0.83

0.93

0.96

to purchase company’s
products- Improbable: Probable
Based on what you read, please
indicate your overall intention
to purchase company’s
products- Uncertain: Certain
Based on what you read, please
indicate your overall intention
to purchase company’s
products- Definitely would not:
Definitely would
Word of
I would mention the company’s
Mouth
environmental responsibility
Intention
efforts to people.
I would say positive things
about the company’s
environmental responsibility
efforts to other people.
I would talk about the
company’s environmental
efforts to friends and family.
Perceived
I think this company is...
Company
Ethical
Reputation
I think this company is...
Socially Responsible
I think this company is... A
good member of Society
Environmental Humans are severely abusing
Beliefs
the environment.
The balance of nature is very
delicate and easily upset.
Global
I sometimes try to imagine how
Mindedness
a person who is always hungry
must feel.
When I hear that thousands of
people are starving in an
African country, I feel very
frustrated.
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4.53

1.84

4.68

1.62

4.8

1.54

5.1

1.46

4.88

1.57

5.59

1.17

5.76

1.2

5.69

1.23

5.69

1.34

5.28

1.5

4.8

1.54

5.1

1.55

0.95

0.94

0.85

0.92

CHAPTER 4
RESULTS
4.1 Manipulation Checks
Issue Salience. The manipulation check was assessed using two questions in the
final set of questions. First, participants were asked to identify the environmental issue
they read about in different experimental conditions. The respondents were given three
options: Air Pollution, Land degradation, issue or None of the above.
A crosstabs analysis revealed significant differences in how the U.S. participants
identified different issue types in the company’s blog they read about, χ2(3, N = 434) =
361.82, V* = .91, p < .001. Thus, the manipulation was successful.
Issue Proximity. Next, to test the efficacy of the manipulation of the location of
the environmental issue, participants were asked to identify the location of the
environmental issue they read about in different experimental conditions. The
respondents were asked to choose one of the following options: The United States, Asia,
and None of the above. A crosstabs analysis revealed significant differences in how the
U.S. participants identified the country of the environmental issue, χ2(3, N = 426) =
316.97, V* = .86, p < .001. Thus, the manipulations were successful.
4.2 Modified STOPS Model
In order to examine Hypothesis 1-4, SEM model was created and model- fit
indices were examined. The model displayed good global model-data fit χ2 (112) =
68

496.64, p < 0.001; CFI = 0.93; TLI= .92, RMSEA = 0.088 (90% CI: 0.08, 0.096); SRMR
= 0.056). Based on correlation residual and MI values, one item each from information
attending and information forwarding were dropped. Table 4.1 shows the factor loading
of the modified STOPS model.
H1, which predicted that situational motivation for climate change problem is
positively related to communicative action for problem solving (CAPS) for climate
change is supported. There was a direct positive relationship between situational
motivation and CAPS (b = 0.788, SE = 0.09, p < 0.01). H2, H3 and H4 discusses secondorder variables. H2, which predicted that higher motivation for climate change will lead
to higher information forfending (H 2a) and information permitting (H 2b), was
supported. There was direct positive relationship between CAPS and information
forfending (b = 0.839, SE = 0.09, p < 0.01) and information permitting (b = 0.402, SE =
0.04, p < 0.01). H3, which predicted that the publics with higher motivation for climate
change will have more information forwarding (H 3a) and information sharing (H 3b),
was supported. There was direct positive relationship between CAPS and information
forwarding (b = 0.861, SE = 0.12, p < 0.01) and information sharing (b = 0.826, SE =
0.08, p < 0.01). H4, which predicted that the publics with higher motivation for climate
change will have more information seeking (H 4a) and information attending (H 4b), was
supported. There was direct positive relationship between CAPS and information seeking
(b = 0.899, SE = 0.11, p < 0.01) and information attending (b = 0.878, SE = 0.12, p <
0.01).
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4.3 Proposed PCR Model
In order to examine Hypothesis 5-9 and 11, the proposed PCR model was
examined using model- fit indices. Before testing the model fit, summation method was
used to dichotomize the situational motivation for climate change as high and low
motivated individuals using mean value of 5.093 as a cut-off point. The interaction terms
were created using dichotomized situational motivation variable in R software to examine
the interaction between different issues and situational motivation on both involvement
recognition and problematic recognition. To further test the validity of summation
method, interaction effect was also examined using PROCESS model, which categorizes
the variable using one S.D. below and above the mean value. The results of interaction
effect using both methods were equivalent.
The model displayed acceptable global model-data fit χ2 (112) = 949.496, df=
276, χ2 /df =3.44, p<.05; CFI = 0.919; TLI= .906, RMSEA = 0.076 (90% CI: 0.071,
0.081); SRMR = 0.106. Notably, there was no relationship between problem recognition
and the CAPS. As the CAPS was mediating the relationship between communicative
variables and problem recognition, the CAPS was removed to see the direct effect of each
communicative variable on problem recognition. This also helped in understanding how
passive and active communicative variables are individually related to problem and
involvement recognition. Based on theoretical conceptualization, and the principle of
model parsimony suggested by Kline (2011), global model fit indices of the model after
removing the CAPS enhanced, which also indicates a better conceptualization of
variables. The model without CAPS displayed improved fit indices, χ2 = 821.19, df =
261, χ2 /df = 3.15, CFI= .932, TLI= .917, RMSEA = .071 [.066, 0.077], SRMR = .104.
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As indicated by modification indices, error covariance for problem recognition and
involvement recognition was allowed, which further helped in achieving a better fitting
model. The model displayed good model-data fit, χ2 = 659.58, df = 260, χ2 /df = 2.53,
CFI= .952, TLI= .941, RMSEA = .060 [.055, 0.066], SRMR = .063. One item each from
involvement recognition, problem recognition, information attending, forwarding,
permitting, and forefending was deleted to achieve parsimonious and better fitting model.
Table 4.2 shows the correlation among the latent variables tested in the PCR model.
H5, which predicted that high situational motivation for climate change is positively
related to problem recognition (H5a), and involvement recognition (H5b) for other
related environmental issues, was supported. There was a direct positive relationship
between situational motivation and problem recognition (b = 0.579, SE = 0.121, p <
0.01), and situational motivation and involvement recognition (b = 0.091, SE = 0.123, p <
0.01).
H6, which predicted that involvement and problem recognition are related to CAPS,
and H7, H8, and H9, which predicted that six communicative variables were related to
CAPS were not supported as CAPS variable was removed (Figure 4.1). Problem
recognition was related to all passive communicative variable. Problem recognition was
directly related to information attending (b = 0.30, SE = .105, p < 0.01), information
sharing (b = 0.181, SE = 0.080, p < 0.01), and information permitting (b = 0.291, SE =
0.124, p < 0.01). Involvement recognition was directly related to information seeking (b
= 0.561, SE = 0.055, p < 0.01), information attending (b = 0.368, SE = 0.082, p < 0.01),
information forwarding (b = 0.573, SE = 0.062, p < 0.01), information sharing (b =
0.449, SE = 0.072, p < 0.01), and information forefending (b = 0.540, SE = 0.054, p <

71

0.01). However, the relationship between involvement recognition and information
permitting had borderline significance (b = 0.171, SE = 0.083, p = 0.067). The literature
has considered a relationship with p values ranging between 0.05 and 0.10 as borderline
significant relationships (for example, Lee, & Tamborini, 2005; Kim, 2013).
H10, which predicted that there is an interaction effect between issue salience and
situational motivation on involvement recognition (a) and problem recognition (b), is not
supported. There was no interaction effect between issue salience and situational
motivation. However, issue salience was directly related to involvement recognition (b =
0.091, SE = 0.119, p < 0.05) and problem recognition (b = 0.122, SE = 0.088, p < 0.01).
This indicates that individuals’ problem and involvement recognition for environmental
issue enhances for salient issue (air pollution), but this relationship is not dependent on
situational motivation for climate change.
H11, which predicted that there is an interaction effect between issue location and
situational motivation on involvement recognition (a) and problem recognition (b), was
partially supported. There was no interaction effect between issue location and situational
motivation on involvement recognition. However, there was a positive interaction effect
between issue location and situational motivation on problem recognition (b = 0.147, SE
= 0.147, p < 0.01). This indicates that higher situational motivation for climate change
increases problem recognition for environmental issues, but this relationship depends on
whether the environmental problem is in the U.S or Asia. There was also a negative
direct relationship between issue location and problem recognition (b = - 0.217, SE =
0.125, p < 0.01). This indicates that problem recognition is higher for environmental
issues in Asian countries.
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4.3.1 The three-way interaction in the proposed PCR model
The three- way analysis of variance was conducted on the influence of three
independent variables (situational motivation, issue proximity, issue salience) on problem
recognition. The situational motivation included two levels (high, low), issue proximity
consists of two levels (global, local), and issue salience also consists of two levels
(salient, non-salient). There was no statistically significant three-way interaction between
situational motivation, issue proximity, issue salience, F (1, 413) = 0.076, p = 0.78.
The three- way analysis of variance was conducted on the influence of three
independent variables (situational motivation, issue proximity, issue salience) on
involvement recognition. There was no statistically significant three-way interaction
between situational motivation, issue proximity, issue salience, F (1, 413) = 0.015, p =
0.90.
The three- way analysis of variance was also conducted on the influence of three
independent variables (situational motivation, issue proximity, issue salience) on
communicative action of problem solving for environmental issues (CAPS). There was
no statistically significant three-way interaction between situational motivation, issue
proximity, issue salience, F (1, 413) = 0.474, p = 0.49.
Additionally, the two- way analysis of variance was also conducted on the
influence of two independent variables (issue proximity, issue salience) on problem
recognition. There was no statistically significant two-way interaction between issue
proximity, issue salience, F (1, 413) = 0.852, p = 0.36.
The two- way analysis of variance was also conducted on the influence of two
independent variables (issue proximity, issue salience) on involvement recognition. There
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was no statistically significant two-way interaction between issue proximity, issue
salience, F (1, 413) = 0.117, p = 0.73.
The two- way analysis of variance was also conducted on the influence of two
independent variables (issue proximity, issue salience) on communicative action of
problem solving for environmental issues (CAPS). There was no statistically significant
two-way interaction between issue proximity, issue salience, F (1, 413) = 0.896, p = 0.34.
4.4 CSR Model
For examining Hypothesis 12, the proposed CSR model was examined using
model- fit indices. The model displayed good global model-data fit χ2 (199) = 441.37, p
= 0.00; CFI = 0.976; TLI= .972, RMSEA = 0.053 (90% CI: 0.046, 0.059); SRMR =
0.036). Based on correlation residual and MI values, ten items from CAPS variable were
dropped.
H12, which predicted that higher communicative action for environmental issues
will result in higher supportive intentions for environmental CSR (a), company
reputations (b), higher positive word-of-mouth communicative intentions (c), and higher
purchase intentions (d), was supported. There was direct positive relationships between
CAPS and CSR supportive intentions (b = 0.586, SE = 0.06, p < 0.01), company
reputations (b = 0.36, SE = 0.05, p < 0.01), positive word-of-mouth communicative
intentions (b = 0.625, SE = 0.07, p < 0.01), and purchase intentions (b = 0.583, SE =
0.06, p < 0.01).

74

Table 4.1 Factor Loadings for CAPS (N = 440) in the modified STOPS model
Second-order factor
First-order factor
Second-order
First-order
factor loading
factor loading
Communicative action Information forefending
.78
.89
in problem solving
.85
.86
.92
.40
Information permitting
.76
.69
.86
Information forwarding
Information sharing

Information seeking

Information attending
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.96
.70
.90
.85
.90
.93
.87
.80
.87

.83

.90

.88
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Figure 4.1 Final tested model showing the PCR effect. χ2 = 659.58, df = 260, χ2 /df = 2.53, CFI= .952, TLI= .941, RMSEA = .06
[90% CI: .055, 0.066], SRMR = .063. Note: All reported regression weights are standardized. All insignificant paths were removed.
#p <.10. *p<.05 **p<.01. ***p<.05. Dotted line indicated marginal significant path. R2 for IR = .339, R2 for PR = .277, R2 for Iseeking
= .779, R2 for Iattending = .734, R2 for Isharing = .744, R2 for Iforwarding = .925, R2 for Iforfending = .852, R2 for Ipermitting = .161.
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Table 4.2 Correlations among the latent variables tested in the PCR model.
1
2
3
4
5
6
7
8
9
10 11 12
13
14
15
Mean SD
1
SM.CC
5.039 1.38
2
CAPS.CC
.78 4.54
1.16
3
CAPS.ENV .62 .78
4.04
1.42
4
IR.ENV
.65 .59
.61 4.92
1.41
5
PR.ENV
.62 .47
.42 .65 5.84
1.07
6
IS.ENV
.56 .71
.89 .59 .33 3.52
1.66
7
IA.ENV
.64 .69
.82 .57 .51 .69 4.58
1.51
8
IF.ENV
.54 .72
.91 .55 .31 .84 .64 3.51
1.7
9
ISH.ENV
.54 .65
.85 .54 .44 .66 .74 .74 4.48
1.53
10 IFF.ENV
.52 .70
.93 .50 .33 .77 .67 .80 .69 4.07
1.59
11 IP.ENV
.31 .39
.34 .33 .35 .27 .41 .25 .37 .25 5.11
1.25
12 Support
.63 .58
.57 .69 .68 .52 .58 .49 .53 .47 .41 5.13
1.37
13 Reputation .50 .37
.35 .51 .63 .31 .43 .29 .36 .26 .35 .68
5.67
1.13
14 WOM
.61 .61
.59 .63 .61 .55 .59 .55 .55 .47 .41 .84
.70
4.93
1.45
15 Purchase
.51 .55
.54 .54 .41 .56 .45 .54 .42 .46 .31 .66
.50
.69
4.64
1.65
SM_CC= Situational motivation for climate change, IR= Involvement Recognition (Env. causes), PR= Problem Recognition (Env.
causes), IS= Information Seeking, IA= Information Attending, IF= Information Forwarding, ISH= Information Sharing, IFF=
Information Forfending, IP= Information permitting, CAPS.CC = Communicative action for climate change, CAPS.ENV =
Communicative action for environmental causes, Support= General environmental CSR support, Reputation= Perceived Reputation,
WOM= Word of mouth intentions, Purchase = Purchase intentions. All correlation is significant at the 0.01 level (2-tailed).

Figure 4.2 Final tested model showing the CSR supportive behavioral intentions.
χ2 = 441.37, df= 199, χ2 /df = 2.22, CFI = 0.976; TLI= .972, RMSEA = 0.053 [90% CI:
0.046, 0.059], SRMR = 0.036. Note: All reported regression weights are standardized.
All insignificant paths were removed. *p<.05 **p<.01. ***p<.05.
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CHAPTER 5
DISCUSSIONS
Using 440 American residents, the purpose of this study was to examine the
Problem Chain Recognition (PCR) effect in the realm of environmental CSR
communication. Using issue salience and issue proximity as manipulated variables, this
study conducted an online experiment to understand participants’ communicative
behaviors towards different environmental issues and environmental CSR supportive
intentions. The contributions of this study are multiple fold. In particular, 1) this study
examined and supported the PCR effect in the realm of environmental and CSR
communication; 2) This study investigated the impact of participants’ attitudes towards
different environmental issues on their environmental CSR supportive intentions; 3) This
study examined the importance of salience and location of environmental issues and its
impact on participants’ communicative behaviors and environmental CSR supportive
intentions; 4) This study argues the relationship between communicative behavior
towards environmental issues and behavioral intentions to support environmental CSR
initiatives. Finally, 5) The findings from this study provide significant contributions
towards theory development in STOPS and CSR research and important implications for
public relations practitioners, environmentalists, as well as for multinational
organizations for developing and communicating environmental (CSR) messages
effectively to key stakeholders for garnering their support.
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This chapter discusses the key findings and contributions of this study in terms of
providing a new working theory-based model as well as possible practical implications.
This chapter also discusses limitations and provides direction for future research in the
areas of environmental and CSR communication.

5.1 The modified STOPS model

Using structural equation modeling (SEM), this study tested three models. The
first model examined relationships in the modified STOPS model, where situational
motivation acted as a proxy variable for perceptual variables (involvement, problem, and
constraint recognition). Public relations scholarship such as Krishna (2017) and Kim et
al. (2018) have successfully used a modified model of STOPS and have added additional
variables. As climate change has increasingly become a priority by scientific
communities around the world, and they are actively seeking ways to communicate the
same with lay publics, STOPS theory has a huge potential in this regard (Kim & Ni,
2013). Using STOPS, this study examined publics’ situational motivation to
communicate about climate change. H1 in the present study predicted the relationship
between situational motivation for climate change and second-order communicative
action for climate change, which encompasses three active and three passive
communicative behaviors. Results indicated a positive direct relationship between these
variables. H2, H3, and H4 predicted the positive relationship between second-order
relationship between CAPS and six different communicative behaviors. The STOPS
suggests that individuals with the high problem and involvement recognition and less
constraint recognition perform communication behavior as a “coping mechanism” (Kim
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& Grunig, 2011, pg. 125). Thus, individuals with high motivation to solve climate change
were more likely to “communicate instrumentally and purposefully” through active and
passive communicative behaviors (Kim & Grunig, 2011, pg. 125). Climate change denial
still exists despite enormous scientific evidence (Krishna, 2017) and this study included
only those participants who self- reported to know at least a little bit about climate
change. Moreover, almost half of the respondents (45.5%) in this study had Democratic
political affiliation and 63% of participants had an associate or higher degree. Democrats
are more likely to have consensus with scientific evidence of climate change and they
may worry and engage for the climate change problem (Dunlap & McCright, 2008;
McCright & Dunlap, 2011; Nisbet, 2009). Moreover, self- reported understanding of
climate change and educational attainment have positive influence related to
environmental engagement on Democrats (McCright & Dunlap, 2011). Additionally,
participants may have higher social desirability due to the type of issue. These could be
potential explanations for higher motivation and communicative behaviors of participants
for climate change in this study.

5.2 The PCR Effect

The Problem Chain Recognition (PCR) effect states that when an individual is
motivated to solve an anchor problem, he/she discusses the problem with others, which
increases the likelihood of recognizing other similar types of problems, resulting in
higher involvement and problem recognition for other related issues (Kim et al. 2011;
Kim & Ni, 2013). In this study, H5 predicted the PCR effect and examined the
relationship of situational motivation for climate change with problem and involvement
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recognition for other environmental issues. The results supported the PCR effect in the
area of environmental communication. Putting in the environmental communication
context, active individuals with higher motivation for climate change problem will also
consider less salient environmental issues (e.g., air pollution and land degradation issues)
problematic and recognize the connection between the issue and themselves. The PCR
effect “has notable implications regarding cultivating and transferring problem
recognition of more salient issues…. to less-salient issues” (Kim & Ni, 2013, pg. 134). In
the author’s knowledge, there is only one study that has used the PCR effect, that too in
the context of health communication (see Kim et al., 2011). Considering the huge
potential of the PCR effect in mobilizing active individuals for supporting a cause as they
see a connection between an anchor and other less salient related issues (Kim et al.,
2011), Kim and Ni’s (2013) contends that the PCR effect can be applied to other
important social issues such as environmental concerns. As scientists, government, and
communication scholars are looking at ways for public engagement with environmental
issues (Nisbet, 2009), this study provides implications for them to recognize and
understand motivated individuals for climate change and by triggering the PCR effect
(e,g., local air quality to global issues), they are more likely to engage them in voluntary
problem-solving behaviors such as using electric cars and bicycles (Kim & Ni, 2013).

As motivated individuals for salient issues perceives other embedded less salient
issues as more problematic, their communicative behaviors for related environmental
problems are likely to increase (Kim et al., 2011). In this study, H6 predicted the
relationship of involvement and problem recognition of related environmental issues with
second-order Communicative Action of Problem Solving (CAPS) for environmental
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issues. H7-H9 predicted the relationship of CAPS with active and passive communicative
behaviors. H6, H7, H8, and H9 were not supported as CAPS was dropped from the SEM
model. In the SEM model with CAPS, the problem recognition variable was not related
to the CAPS, which may reflect an incomplete picture of the PCR effect. Since this is an
exploratory study, the principle of model parsimony suggested by Kline (2011) was used
and the CAPS variable was dropped to see a clearer picture of active and passive
communicative behavior related to environmental issues. Interestingly, the global fit
indices of the model were also increased, suggesting a better fitting model. In addition,
the new SEM model without CAPS showed that problem recognition for environmental
issues was only related to passive communicative behaviors for environmental issues,
i.e., information attending, information sharing, and information permitting.

“Information permitting should not be equated with communicative inaction from
the lack of motivation” (Kim & Krishna, 2014, pg. 84). Information permitting takes at
an early stage of problem-solving. It is a process of information selection, in which an
individual may accept and share even “marginally relevant” information (Kim & Krishna,
2014, pg. 85). On a similar note, passive problem solvers share information only when
someone solicits it, and attending information is unplanned behavior performed by less
active problem solvers (Kim, Grunig, & Ni, 2010). In contrast, involvement recognition
for environmental issues will result in both active and passive communicative behaviors
for environmental issues. This is interesting to understand that individuals who
recognized their perceived connection with certain environmental problems will actively
seek out and discuss information and will also passively attend and share the information
with others. The active and passive communicative behavior of motivated individuals for
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climate change could be based on the type of environmental issue, which is elaborated
further in the next sections.

5.3 Impact of Issue Salience on the PCR Effect

Literature indicates that the salience of an issue is related to the issue awareness
among mass populations. A salient issue is a well-known issue as it “has received
extensive media coverage” (Kim et al., 2012, pg. 145). In this study, the questionnaire
asked respondents to select the most salient issue on the basis of its “prominence,
importance, and significance.” Air pollution was selected as the most salient issue, and
land degradation was selected as the least salient issue. H10 predicted an interaction
effect between issue salience and situational motivation on involvement recognition and
problem recognition. The results indicated that issue salience does not have any impact
on the PCR effect. Issue salience had a moderating effect neither on problem recognition
nor on involvement recognition. This suggests that irrespective of the salience of
environmental issues, motivated individuals for climate change will recognize other
environmental issues (such as air pollution or land degradation) as problematic and also a
connection between issues and themselves. These results support literature such as
Overton (2018), who also did not find the moderating impact of different types of
environmental issues, such as a general (ocean health) vs. specific issue
(food/agriculture) on individuals’ communicative behaviors. However, the current study
extends the literature by examining the impact of salient and non-salient environmental
issues on participants’ involvement and problem recognition and then, ultimately on their
communicative behaviors.
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The results also suggest that the highest salient issue (air pollution, in this study)
is directly positively related to involvement and problem recognition for environmental
issues. This indicates that individuals’ involvement and problem recognition increase for
salient environmental issues. As research suggested individuals consider salient issues as
comparatively more important and significant (Ciuk & Yost, 2016), which is also
supported by this study. This could be a potential explanation for higher active and
passive communicative behavior of motivated participants, as they perceive higher
involvement with salient issues such as local air pollution. This may have implications
for scientists and environmental communication strategists to increase the salience of the
issue (by focusing on popular and local issues), that may enhance individuals’ perceived
involvement with the issue and encourage them to engage in voluntary problem-solving
behaviors.

5.4 Impact of Issue Proximity on the PCR Effect

The location of the environmental issue has been emphasized as an important
variable in environmental communication literature. Whether the issue is global or local
play a key role in motivating individuals to engage and communicate about the issue
(Scannell & Gifford, 2013; Uzzell, 2000). Ra¨thzel and Uzzell (2009) indicate that global
is a relational term and it can be defined as elsewhere, from any specific position. Thus,
in this study, as the participants were U.S. residents, the researcher defined local as the
United States and Asia is described as global. H11 predicted an interaction effect between
issue location and situational motivation on involvement recognition and problem
recognition. The results indicated that the issue proximity has an impact on the PCR
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effect only in relation to problem recognition. There was an interaction effect between the
proximity of environmental issues and situational motivation for climate change on
problem recognition for environmental issues for other environmental issues. This is a
significant finding, which suggests that individuals’ higher motivation for climate change
will lead to higher perceived recognition of other environmental problem, but this
relationship is based on the origin of the environmental issue, i.e., whether the
environmental issue is located in the U.S. or some other country.

Interestingly, the results indicate that individuals’ problem recognition was
negatively related to local (American in this study) environmental issues. Thus,
individuals will perceive global issues (Asian issues in this study) as more important and
problematic. This supports arguments from the environmental literature that people
perceive local environmental problems as less serious (Uzzell, 2000). A potential
explanation for higher perceived problem recognition for Asian environmental issues
could be that developing Asian countries are considered to have fewer resources to deal
with environmental issues (Ra¨thzel & Uzzell, 2009) and often media highlight serious
environmental issues in Asian countries, such as toxic air pollution in China (Jiang et al.,
2017) and India (Bhalla, O’Boyle, & Haun, 2018).

As mentioned above, individuals’ problem recognition for environmental issues
is only related to passive communicative variables, i.e., information attending,
information sharing, and information permitting. This indicates that although individuals
may have higher motivation and perceived recognition for Asian environmental
problems, they may execute passive communicative behavior to solve these problems.
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One explanation could be that individuals may perceive less efficacy to solve global
problems. Furthermore, literature indicates that individuals perceive global environmental
issues as highly problematic but at the same time, they perceive higher relevance and
responsibility for geographically local environmental issues. Thus, individuals are more
likely to have higher engagement and communicative behaviors for local problems due to
higher relevance (e.g. Rayner and Malone, 1997).

Other potential reason could be individuals’ own social networks such as family
and friends. For example, individuals may think that people in their social networks may
not understand or care about such environmental issues and thus, there is no need to
actively share or forward information to them, and also cannot even seek environmental
information from them. This may provide some potential justification for participants to
have higher perceived problem recognition for global problems but passive
communicative behaviors to solve those environmental problems. Furthermore, Major
(1993) contends that individuals with some experience related to environmental issues,
such as living in a polluted city to experience air pollution, are more likely to actively
engage in environmental communicative behavior such as information seeking, and this
could also be a potential reason for American participants’ passive environmental
communicative behaviors as they may not have experienced Asian environmental issues.

This is important to note that this finding differs from the international
fundraising literature, which suggests that Americans engage and donate in a larger
amount for international disasters. For example, in the case of Japan Tsunami, Americans
from all parts of the country “mobilized to demonstrate their solidarity with Japan and
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raise funds for the disaster response” (Gannon, 2014, pg.2). They contributed a total sum
of almost three-quarters of a billion dollars for various rescue and reliefs efforts. This
philanthropy event becomes the fifth largest most generous private donation in the U.S.
history for any disaster, which was preceded by the 2010 Haiti earthquake as the fourth
largest donation by Americans (Gannon, 2014).

5.5 Environmental CSR Supportive Intentions

There is a vast extant of CSR literature related to the impact of corporations’
communicative strategies about their CSR initiatives on individuals’ supportive
intentions (see Kim & Ferguson, 2014; Overton, 2018), but there is a dearth of literature
that has examined the impact of stakeholders’ attitude and communicative behavior
towards environmental issues on environmental CSR supportive intentions. This study
fills this gap as H12 predicted and supported that higher communicative action for
environmental issues will result in higher supportive intentions for environmental CSR,
higher perceived company reputations, higher positive word-of-mouth communicative
intentions, and higher purchase intentions. Thus, American residents with higher
motivation to solve environmental problems (such as air pollution and/or land
degradation) are more likely to support environmental CSR initiatives in various ways.
These findings have an implication for public relations professionals and corporations by
understanding the theoretical process of the PCR effect, which will help them to
understand how individuals become motivated and communicate certain environmental
issues and further support environmental CSR campaigns. This will further pave the path
for strategic CSR communication by segmenting and targeting motivated individuals for
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salient environmental issues and transfer the motivation to less related salient issues
through the PCR effect, which will help corporations to communicate and garner support
for their environmental CSR initiatives from targeted publics effectively.

5.6 Theoretical Implications

The results related to STOPS theory made many significant theoretical
contributions. The main purpose of this study was to examine the mechanism of the PCR
effect through an experimental study in the area of environmental communication and
also to understand the impact of psychological variables such as salience and location of
environmental issues on the PCR effect. A 2(local vs. global issue) x 2(salient vs. nonsalient issue) experiment with 440 American residents suggested that motivational
variable of an anchor issue can influence perceptual variables for related lesser-known
issues, which can predict the likelihood of communicative behaviors and further
environmental CSR- related behavioral intentions. This study also examined and
supported that different environmental issues impact perceptual behaviors and further
communicative behaviors. Thus, this study provides insight related to individuals’
motivation for performing information behaviors for certain environmental issues, which
are a critical precursor for forming their attitude, behavior, and intentions for various
related issues.

As stated earlier, STOPS and CSR literature have not given enough focus on the
PCR effect and Kim et al. (2011) is the only known study related to the PCR effect. Kim
et al. (2011) highlighted some limitations as well as future directions of their study. 1)
Kim et al. (2011) mentioned that “the use of nonrepresentative student samples is less
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than ideal” and future studies can examine the PCR effect using nonstudent samples (pg.
182). The current study addressed this limitation and used a sample of American
residents recruited through Qualtrics’ online panel. 2) Kim et al. (2011) conducted two
separate surveys in a single study. They examined the STOPS model related to organ
donation issue in the first survey and the PCR effect and behavioral intentions related to
less salient donor issues in the second survey. They stated that the method of asking
various donation issues in the same survey could have confounded the Problem Chain
Recognition (PCR) effect by increasing the similarity of responses by participants. Kim
et al. (2011) further suggested that “to examine the possible confounding issue, studies
can be conducted by combining survey and experimental methods” (pg. 182). The current
study addressed this concern and asked survey questions before exposing participants to
the experimental stimuli. Thus, this study used survey and experimental methods to
examine the PCR effect. 3) Kim et al. (2011) also suggested that future studies can
examine the PCR effect for other health and non-health issues. This study enhances the
theoretical understanding of the mechanism of PCR effect in the realm of environmental
and CSR communication. Furthermore, Kim et al. (2011) examine the impact of
motivational and perceptual variables only on information acquisition behaviors
including information seeking (active) and information attending (passive). The current
study extended the PCR and STOPS literature by also examining the influence of the
PCR effect on information transmission including information forwarding (active) and
information sharing (passive), and information selection including information forfending
(active) and information permitting (passive) behaviors related to environmental
concerns.
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In tandem with findings of Major (1993), this study also highlighted that problem
recognition is an important variable to influence individuals’ environmental and CSR
communicative behavior for different environmental issues. Thus, public relation
professionals and corporations first need to understand whether their key stakeholders
have any experience, knowledge about the issue and whether they care about the
environmental issue before investing and creating communicating strategies for their
CSR initiatives related to that environmental issue. Additionally, emphasizing on the
importance of the involvement recognition variable, this study also supports Kim and
Krishna’s (2014) argument that “the magnitude and likelihood of people’s
communicative behaviors depends on their perceived closeness to the situation at hand”
(pg. 82). “The extent to which people connect themselves with a situation” can act as an
antecedent of public information behaviors (Grunig, 1997, p. 10). Extending this
argument, this study highlighted that the salient issue (air pollution in this study)
enhanced participants’ perceived involvement recognition, which could be due to their
first-hand experience with the salient issue such as air pollution in their polluted city,
town, or country, as compared to their negligible experience with the non-salient issues
such as land degradation in this study (Major, 1999).

This study made additional noteworthy theoretical contributions by examining the
influence of the location of the environmental issues on environmental CSR issues. This
study found that American resident care for global environmental issues and are
motivated to support environmental CSR initiatives in this regard. Notably, people may
not have the first-hand experience about environmental issues in other countries, but they
form attitudes about these issues through wide media publicity of prominent issues such
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as air pollution. Thus, people consider these environmental issues as more problematic
and are likely to support organizational efforts related to these issues.

More importantly, this study tested two additional models: first, a modified
STOPS model related to a popular and controversial issue, i.e., climate change, and the
results suggested that situational motivation for climate change leads to both active and
passive communicative behaviors. Second, this study also tested a model related to
environmental communicative behavior and CSR communication. The results suggested
that individuals’ motivation and perceptual variables for environmental issues can trigger
higher communicative behavior related to environmental issues and environmental CSR
initiatives. Literature related to environmental CSR has stressed that different
communication strategies and motives result in supportive outcomes such as perceived
higher reputation, higher purchase intentions among consumers (Babiak & Trendafilova,
2011; Overton, 2018). This study made a significant theoretical contribution by
supporting that participants’ perceptual behavior and attitude towards various
environmental issues can influence behavioral intentions to support environmental CSR
initiatives, irrespective of its location.

5.7 Practical Implications

Practically, the PCR effect and situational variables in the realm of environmental
and CSR communication can be very useful in enhancing the effectiveness of
environment- and health-related campaigns, especially in this critical time of increasing
consequences of global warming. Also, corporations need to focus on salient
environmental issues to communicate environmental CSR initiatives. It is important to
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note that very often corporations are required to promote less salient environmental CSR
initiatives (such as land degradation, food security, beach cleaning, etc.). By
understanding the mechanism of PCR effect, public relation practitioners and
corporations can better plan and implement CSR communication strategies. Corporations
can first identify more salient environmental issues (e.g., water pollution) that are related
with stakeholders’ issues of interest which then motivate them about related but less
salient issues (e.g., plastic waste on beaches). Then corporations can segment
stakeholders and devise CSR campaigns and communication strategies related to less
salient issues by using certain words and phrases such as cleaning plastic waste from
beaches to reduce water pollution, to cater the unique information needs of selected
stakeholders. This process may help PR practitioners trigger the PCR effect, which
transfers the motivation for salient issues to support less salient issues, by increasing
problem perception and communicative behaviors regarding the less salient
environmental issues and CSR campaigns for effective results.

On a similar note, the literature also suggests that salience of an issue may vary
among individuals as it is related to the attention given by individuals to one issue
(Bunea, 2013). Thus, organizations should first perform research to understand the salient
issue for their stakeholders before investing in environmental CSR initiatives. There
could be a lot of factors that play an important role in defining environmental issue
salience for a corporations’ stakeholders, such as the location of the issue, experience
with the issue, such air pollution or water pollution, in a local area. Also, sometimes
stakeholders consider an issue as salient based on the amount of media coverage received
to the issue such as air pollution in Asian countries. Thus, public relation professionals
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and corporations need to be extra careful to understand the motivation and perceptions of
their stakeholders for developing effective communication strategies and deliver more
tangible results through their environmental CSR initiatives.

Not only environmental issues, through the PCR effect, but corporations, issue
advocates, and policy makers can mobilize individuals’ support by understanding their
attitudes and behaviors on other controversial issues. For Ex., the issue of gun control
policy, in wake of overwhelmingly increasing gun shooting incidents in the recent years
especially 2019, is one that may be benefitted from the lens of PCR effect by being
recognizing the motivated individuals for gun violence and predict whether they may
display high levels of recognition about a new policy for hate violence or unintentional
gun shooting. This may help gun violence researcher and advocates in understanding
communicative behaviors of individuals related to gun violence issue and thus, helps in
developing and communicating strategic gun violence communication campaigns.

This research advocates multinational organizations should often support global
environmental causes through their CSR initiatives, as American individuals are more
likely to support their environmental CSR initiatives in the U.S. as well as in Asian
countries. These results are also supported by the CSR literature as Bhalla & Overton
(2019) conducted an experiment by manipulating the location of the environmental CSR
(India vs. the U.S.), and location of the company (India vs. the U.S.) and examined its
impact on individuals’ environmental CSR supportive intentions. The results indicated
that American respondents are more likely to support environmental CSR of U.S.
companies irrespective of the location of their environmental CSR initiatives.
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There is a wide environmental literature focusing on devising effective message
strategies for enhancing public participation with environmental issues (see Nisbet, 2009;
Connor et al., 2016). This study extended the literature as the findings stressed the
importance of perceptual variables such as involvement and problem recognition that
help in explaining how individuals become motivated to seek, attend, forward, share,
select, forfend and forward information related to environmental issues. Using this
information, this study provides an implication for environmentalists, scientists, and
environmental scholars to develop communication strategies by using certain words or
phrases related to issues, which are salient for their key stakeholders that can help in
enhancing individuals’ perception of other environmental issues. This can further
influence their attitude, communicative behaviors, and voluntary behavioral intention
towards environmental issues (such as recycling intentions). For example, if a
corporation wants to communicate about their CSR initiatives related to less salient issue
such as land degradation, but corporations realized through research that an important
issue for key stakeholders is lack of fresh vegetables, not land degradation. Then,
corporations need to segment their stakeholders and devise communication strategy
customized to their information needs. The corporation can trigger the PCR effect by
using certain words/ phrases to connect the land degradation with the availability of fresh
vegetables in local areas. Also, clearly provide them a call of action such as supporting
CSR initiatives by purchasing products, providing local resources such as manpower or
water, etc. This process can increase stakeholders’ problem and involvement perceptions
for land degradation, and encourage them to support environmental CSR initiatives
related to land degradation.
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Furthermore, environmentalists and scientists can segment and target highly
motivated individuals for certain environmental issues and using the PCR mechanism,
they can transfer individuals’ motivation for other related environmental issues. As the
literature suggests, “thus, they can prepare better strategies for enhancing increased
motivation and desired information behaviors,” (Kim & Grunig, 2011, Pg. 143).
Identifying and segmenting highly motivated individuals for the environmental issue
might be a crucial step as they not only “tend to show higher information seeking,

information forwarding, and information forefending” (Kim, 2011, pg. 7), but can
also influence attitudes and behaviors of their peers, friends, and family members.

5.8 Limitations and Directions for future research

As mentioned above, this study made several theoretical and practical
contributions, but this study is not without its limitations. This section highlights the
limitations of this study, along with directions for future research to address those
concerns. First, this study did not measure the cognitive variable, i.e., referent criterion
and literature has suggested that it is an important variable to predict communicative
behaviors (Kim et al., 2011; Kim & Krishna, 2014; Kim & Grunig, 2011). Future studies
can examine the impact of referent criterion on communicative behavioral intentions for
lesser-known issues. Furthermore, this study did not measure perceptual variables
(involvement, problem, and constraint recognition), which is supported by public
relations literature (Kim, 2016; Krishna, 2018), and used situational motivation as a
proxy for perceptual variables related to climate change, which may have an impact on
communicative behavior for climate change.
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Second, while selecting salient and non-salient issue in a pretest, it is important to
note that the mean (M= 3.80) for the non-salient issue was a little on the higher side, but
it was much lower than the mean of the salient issue (M= 5.62), this could have a
potential impact on the result of this study. Thus, the limitation associated with the
generalizability of the findings related to environmental communication should be
considered. Future studies can explore other lesser known but important environmental
issues such as ozone layer depletion. In the same pretest, the relationship between two
selected issues with climate change was considered by using mean score value rather than
correlation tests. Using mean score values to determine relationship between different
environmental issues may not be a robust method and hence, future studies should
consider this limitation.

Third, the MI (modification indices) of some of the items of information
transmission were high in the final PCR model (Figure 4.1). Notably, the MI for an item
of information forwarding “I (often) bring the issue of climate change/environmental
issues to the attention of people I know” was as high as 56. The impact of these values
should be considered before generalizing the results of this study. Future studies can
modify these items to better fit for the topic under study. Additionally, the factor loading
for information permitting was quite low, .40, which could be a potential reason for the
marginal significant relationship between involvement recognition and information
permitting for environmental issues in the PCR model. Future studies need to consider
this limitation before generalizing the results and can also modify some of the items to
improve factor loading.
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Fourth, as the first paragraph of the stimuli focused on the importance of the
environmental issues in terms of its impact on individuals, and the sentences of all four
stimuli was similar except the line related to manipulated variables. While the stimuli
should be similar in some respects to control the extraneous variables and enhance
internal validity, but there is a possibility that participants have considered the non-salient
issue (land degradation) also as an important issue, which could have a potential impact
on the results. Future studies need to be extra careful with the words and sentence
framing of the stimuli. Additionally, the researcher can conduct intercultural studies
related to the PCR effect to examine its viability on non-American participants in future.

Fifth, there are some chances of social desirability due to the controversial and
societal nature of the topic of climate change and environmental issue, which can impact
the generalizability of findings. In addition, this study only included those participants
which self-reported to know at least a little bit about climate change. Though this process
helped in eliminating fake responses to some of the questions related to the climate
change, but at the same time, this qualifying question may have influenced participants
responses about this topic/study.

Sixth, the generalizability of findings of this research is limited to the Qualtrics
users from the United States. As this study used quota for age on the Qualtrics sample,
but the median age is 51, which may not represent the median age of the U.S. population.
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Seventh, this study provided the blog of two fictitious companies as stimuli to
participants. Since using a blog of a fictitious company removes the concern related to
preconceived knowledge and attitude related to a real company, but it may influence the
ecological validity of the findings of the research. Thus, limitations related to the
generalizability of findings of this study should be considered. Furthermore, stimuli
contained two different images related to two different issues. However, the image
related to land degradation focuses on the problem by showing barren land, whereas, the
image related to air pollution focuses on the solution by showing e-cars. This may also
impact individuals’ perception of the salience of the issue, resulting in an impact on
findings.

Eight, there is a limitation with manipulation check question for issue salience,
i.e., The news report that I read about was discussing which issue? with answer options:
Land Degradation, Air pollution, and None of the above. This question actually measured
participants’ recall of issues mentioned in the stimuli not actual issue salience
manipulation effects. Future research should consider this limitation and use more
effective manipulation check questions. Interestingly, Kim et al. (2011) segmented
publics into active, aware, latent and nonpublic based on their perceptual variables
(involvement, problem, and constraint recognition) to understand their varying
communicative behaviors on an issue of organ donation. The current study used
situational motivation as a proxy variable for perceptual variable and further
dichotomized into low and high motivated individuals, to examine the PCR effect for
highly motivated individuals. Future studies can segment publics using perceptual
variables to examine the PCR effect for different types of publics.
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Future studies can consider these limitations and use a real company to examine
the PCR effect and can also consider measuring participants’ pre- involvement with the
environmental issues used in the study. Since this is a cross-sectional study and the longterm attitude of participants towards environmental issues used in this study could not be
considered. Researchers can conduct a longitudinal study by exposing environmental
messages repeatedly to participants over a period of time. It will be interesting to see how
the results related to their attitude and communicative behavior might vary. Also, future
studies could use a different channel or source of the message other than a company blog
that might have an impact on results.

By testing the PCR mechanism in the area of environmental and CSR
communication, this study opens up avenues for public relations professionals,
environmentalists, and scientists as well as provided insight for issue advocates for
campaigning various controversial issues in the society.

5.9 Conclusions

In conclusion, this study provides a deeper understanding related to the PCR
effect and how it can be a useful tool for environmentalists, public relations
professionals, and corporations. This study provides a holistic picture related to how
manipulation of environmental issue salience and proximity can influence motivational
and perceptual variables, which has potential to predict communicative behavior related
to environmental issues as well as environmental CSR programs. By testing the PCR
mechanism, this study provides a working SEM model, which can be further tested with
other environmental and health issues.
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This study makes various theoretical contributions in the realm of environmental
CSR communication and STOPS literature, as well as the practical implication for PR
practitioners and corporations. Finally, considering the increasing disastrous impact of
climate change, this study is timely and has special relevance in understanding how
individuals perceive environmental information, which can help in motivating them to act
in pro-environmental behaviors.

101

REFERENCES
Appelman, A., & Sundar, S. S. (2016). Measuring message credibility: Construction and
validation of an exclusive scale. Journalism & Mass Communication
Quarterly, 93(1), 59-79.
Arceneaux, K. (2008). Can partisan cues diminish democratic accountability? Political
Behavior, 30, 139–160.
Ailawadi, K. L., Neslin, S. A., Luan, Y. J., & Taylor, G. A. (2014). Does retailer CSR
enhance behavioral loyalty? A case for benefit segmentation. International
Journal of Research in Marketing, 31(2), 156-167.
Aldoory, L. (2001). Making health communications meaningful for women: Factors that
influence involvement. Journal of Public Relations Research, 13(2), 163-185.
Aldoory, L., & Sha, B. L. (2007). The situational theory of publics: Practical
applications, methodological challenges, and theoretical horizons. In E. L. Toth
(Ed.), The future of excellence in public relations and communication
management: Challenges for the next generation (pp. 339-355). Mahwah, NJ:
Lawrence Erlbaum Associates. ISBN: 978- 0805855968
Atwood, L. E., & Marie, A. (1991). Applying situational communication theory to an
international political problem: Two studies. Journalism Quarterly, 68(1-2), 200210.

102

Babiak, K., & Trendafilova, S. (2011). CSR and environmental responsibility: motives
and pressures to adopt green management practices. Corporate social
responsibility and environmental management, 18(1), 11-24.
Barr, S., Ford, N.J., Gilg, A. (2003). Attitudes towards recycling household waste in
Exeter, Devon: quantitative and qualitative approaches. Local Environment,8(4),
407–21.
Beymer, M. R., Holloway, I. W., & Grov, C. (2018). Comparing self-reported
demographic and sexual behavioral factors among men who have sex with men
recruited through Mechanical Turk, Qualtrics, and a HIV/STI clinic-based
sample: Implications for researchers and providers. Archives of sexual
behavior, 47(1), 133-142.
Bhalla N, O’Boyle, J and Haun D (2018). Who is responsible for Delhi air pollution?
International Journal of Communications, 12. Available at:
https://ijoc.org/index.php/ijoc/article/view/8312/2521
Bhalla, N, and Overton, H. K. (2019, in press). Examining Cultural Impacts on
Consumers’ Environmental CSR Perceptions. Corporate Communications: An
International Journal.
Bird, R., Hall, A. D., Momentè, F., & Reggiani, F. (2007). What corporate social
responsibility activities are valued by the market?. Journal of Business Ethics,
76(2), 189-206.
Bortree, D. S. (2009). The impact of green initiatives on environmental legitimacy and
admiration of the organization. Public Relations Review, 35(2), 133-135.
doi.org/10.1016/j.pubrev.2009.01.002

103

Bortree, D. S. (2014). The state of CSR communication research: A summary and future
direction. Public Relations Journal, 8(3), 1-8.
Boykoff, M. T., & Boykoff, J. M. (2004). Balance as bias: global warming and the US
prestige press. Global environmental change, 14(2), 125-136.
Bowen, S. A. (2010). An examination of applied ethics and stakeholder management on
top corporate websites. Public Relations Journal, 4(1), 1-19.
Black, M. (2018, Dec. 19). Fleeing Climate Change. Forbes. Retrieved from
https://www.forbes.com/sites/unicefusa/2018/12/19/fleeing-climatechange/#44b9338c2258
Carroll, A. B. (1979). A three-dimensional conceptual model of corporate performance.
The Academy of Management Review, 4, pp. 497-505.
Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward the moral
management of organizational stakeholders. Business Horizons, 34, pp. 3948, 10.1016/0007-6813(91)90005-G.
Chandler, D., & Werther Jr., W. (2014). Strategic corporate responsibility: Stakeholders,
globalization, and sustainable value creation. Los Angeles, CA: SAGE
Publications, Inc.
Cho, S., & Kim, Y. C. (2012). Corporate social responsibility (CSR) as a halo effect in
issue management: public response to negative news about pro-social local
private companies. Asian Journal of Communication, 22(4), 372-385.
Coombs, W.T., & Holladay, S.J. (2012). Managing corporate social responsibility: A
Communication approach. Chichester, UK: Wiley-Blackwell.

104

Christenson, D.P., & Glick, D. M. (2013). Crowdsourcing Panel Studies and Real-Time
Experiments in MTurk. The Political Methodologist, 20(2), 27–33.
Chwe, M. S.-Y. (2001). Rational ritual: Culture, coordination, and common knowledge.
Princeton, NJ: Princeton University Press.
Confalonieri, U. B. Menne, R. Akhtar, K. L. Ebi, M. Hauengue, R.s. kovats, B. Revich
and A. Woodward (2007). Human health. In M.L. Parry, O.F. Canziani, J.P.
Palutikof, P.J. Van der Linden and C.E. Hanson, (Eds.), Climate Change 2007:
Impacts, Adaptation and Vulnerability. Contribution of Working Group II to the
Fourth Assessment Report of the Intergovernmental Panel on Climate Change.
Cambridge, UK: Cambridge University Press.
Connor, P., Harris, E., Guy, S., Fernando, J., Shank, D. B., Kurz, T., ... & Kashima, Y.
(2016). Interpersonal communication about climate change: how messages
change when communicated through simulated online social networks. Climatic
change, 136(3-4), 463-476.
Cordeiro, J. J., & Tewari, M. (2015). Firm characteristics, industry context, and investor
reactions to environmental CSR: A stakeholder theory approach. Journal of
Business Ethics, 130(4), 833-849.
Ciuk, D. J., & Yost, B. A. (2016). The effects of issue salience, elite influence, and policy
content on public opinion. Political Communication, 33(2), 328-345.
de Jong, M. D., & van der Meer, M. (2017). How does it fit? Exploring the congruence
between organizations and their corporate social responsibility (CSR)
activities. Journal of business ethics, 143(1), 71-83.

105

Dienes, C. (2015). Actions and intentions to pay for climate change mitigation:
Environmental concern and the role of economic factors. Ecological
Economics, 109, 122-129.
Dodd, M.D., & Supa, D.W. (2011). Understanding the effect of corporate social
responsibility on consumer purchase intention. Public Relations Journal, 5(3), 119.
Dong, D., Chang, H. C., & Wang, T. (2017). The CSR green halo effect on the
corporate–public communication: an experimental study. Asian Journal of
Communication, 27(2), 213-230.
Du, S., & Vieira, E., Jr. (2012). Striving for Legitimacy Through Corporate Social
Responsibility: Insights from Oil Companies. Journal of Business Ethics, 110(4),
413-427. doi: 10.1007/s10551-012-1490-4.
Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to corporate
social responsibility (CSR): The role of CSR communication. International
journal of management reviews, 12(1), 8-19.
Dunlap, R. E., & McCright, A. M. (2008). A widening gap: Republican and Democratic
views on climate change. Environment: Science and Policy for Sustainable
Development, 50(5), 26-35.
Elkington, J. (2004). Enter the triple bottom line. In A. Henriques & J. Richardson (Eds.),
The Triple Bottom Line, Does it All Add Up? (1–16). London: Earthscan
Publications.

106

European Commission. (2014). A Renewed EU Strategy 2011-14 for Corporate Social
Responsibility. Retrieved August 27, 2014, retrieved from https://eurlex.europa.eu/legal-content/EN/TXT/?uri=CELEX:52011DC0681

Falck, O., & Heblich, S. (2007). Corporate social responsibility: Doing well by doing
good. Business Horizons, 50(3), 247-254.
Feldman, L., Hart, P. S., & Milosevic, T. (2017). Polarizing news? Representations of
threat and efficacy in leading US newspapers’ coverage of climate change. Public
Understanding of Science, 26(4), 481-497.
Finney, S. J., & DiStefano, C. (2006). Non-normal and categorical data in structural
equation modeling. Structural equation modeling: A second course, 10(6), 269314.
Fritzsche, D.J. & Duehr, R. (1982). The effects of ecological concern on product attribute
utility. American Marketing Association Proceedings, Chicago, IL, pp. 364-9.
Gamson, W. A. (1992). The social psychology of collective action. In A. D. Morris & C.
Mueller (Eds.), Frontiers of social movement theories (pp. 53 – 76). New Haven,
CT: Yale University Press.
Gannon, J. (2014). International Philanthropy and Disasters in Developed Countries: The
US Response to Japan’s 3.11 Disaster. Japan Center for International Exchange.
Available from: http://2011disaster. jcie. org/lessons/usresponse
Gifford, R., Scannell, L., Kormos, C., Smolova, L., Biel, A., Boncu, S., ... & Kaiser, F. G.
(2009). Temporal pessimism and spatial optimism in environmental assessments:
An 18-nation study. Journal of environmental psychology, 29(1), 1-12.

107

Gifford, R. (2011). The dragons of inaction: psychological barriers that limit climate
change mitigation and adaptation. American Psychologist, 66(4), 290.
Grau, S. L., & Folse, J. A. G. (2007). Cause-Related Marketing (CRM): The Influence of
Donation Proximity and Message-Framing Cues on the Less Involved Consumer.
Journal of Advertising 36(4), 19- 33.
Grunig, J. E. (1979). A New Measure of Public Opinion on Corporate Social
Responsibility. Academy of Management Journal, 22(4), 738-764.
Grunig, J. E. (1983). Communication behaviors and attitudes of environmental publics:
Two studies. Journalism Monographs, 81.
Grunig, J. E., & Childers, L. (1988, July). Reconstruction of a situational theory of
communication: Internal and external concepts as identifiers of publics for AIDS.
Paper presented to Association for Education in Journalism and Mass
Communication, Portland, OR.
Grunig, J. E. (1989). Sierra Club study shows who become activists. Public Relations
Review, 15(3), 3-24.
Grunig, J. E. (1997). A situational theory of publics: Conceptual history, recent
challenges and new research. In D. Moss, T. MacManus, & D. Vercˇicˇ (Eds.),
Public relations research: An international perspective (pp. 3–46). London: ITB
Press.
Grunig, J. E. (2003). Constructing public relations theory and practice. In B. Dervin & S.
Chaffee, with L. Foreman-Wernet (Eds.), Communication, another kind of horse
race: Essays honoring Richard F. Carter (pp. 85–115). Cresskill, NJ: Hampton
Press.

108

Haigh, M.M., & Dardis, F. (2012). The impact of apology on organization-public
relationships and perceptions of corporate social responsibility. Public Relations
Journal, 6(1), 1-16.
Hall, M. R. (2006). Corporate Philanthropy and Corporate Community Relations:
Measuring Relationship-Building Results. Journal of Public Relations Research,
18(1), 1 - 21.
Hamilton, P. K. (1992). Grunig's situational theory: A replication, application, and
extension. Journal of Public Relations Research, 4(3), 123-149.
Hassol, S. J., & Udall, R. (2003). A change of climate. Issues in Science and
Technology, 19(3), 39-46.
Hett, E. J. (1993). The development of an instrument to measure global-mindedness
(Doctoral dissertation). Available from ProQuest Dissertations and Theses
database. (UMI No. 9408210)
Higgins, E. T. (1996). Knowledge activation, application, and salience. In E. T.
Higgins & A. W. Kruglanski (Eds.), Social psychology: Handbook of basic
principles (pp. 133–168). New York: Guilford.
Hoe, S. L. (2008). Issues and procedures in adopting structural equation modeling
technique. Journal of applied quantitative methods, 3(1), 76-83.
Hong, S.Y., Yang, S. & Rim, H. (2010). The influence of corporate social responsibility
and customer-company identification on publics’ dialogic communication
intentions. Public Relations Review, 36(2), 196-198. doi:
10.1016/j.pubrev.2009.10.005.

109

Hu, L. T., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure
analysis: Conventional criteria versus new alternatives. Structural equation
modeling: a multidisciplinary journal, 6(1), 1-55.
Jang, S. M., & Hart, P. S. (2015). Polarized frames on “climate change” and “global
warming” across countries and states: Evidence from Twitter big data. Global
Environmental Change, 32, 11-17.
Jiang, H., Kim, J. N., Liu, B., & Luo, Y. (2017). The impact of perceptual and situational
factors on environmental communication: a study of citizen engagement in
China. Environmental Communication, 1-21.
doi:10.1080/17524032.2017.1346517.
Kates, R. W., & Wilbanks, T. J. (2003). Making the global local: Responding to climate
change concerns from the bottom up. Environment,45,12-23.
Kees, J., Berry, C., Burton, S. & Sheehan, K. (2017). An analysis of data quality:
Professional panels, student subject pools, and Amazon’s Mechanical Turk.
Journal of Advertising, 46, pp. 141-155, 10.1080/00913367.2016.1269304
Kehl, K., & Morris, J. (2008). Differences in global-mindedness between short-term and
semester-long study abroad participants at selected private universities. Frontiers:
The Interdisciplinary Journal of Study Abroad, 15, 67-79.
Kellstedt, P. M., Zahran, S., & Vedlitz, A. (2008). Personal efficacy, the information
environment, and attitudes toward global warming and climate change in the
United States. Risk Analysis: An International Journal, 28(1), 113-126.
Khoday, K. & Ali, W. (2018). Climate Change and the Rise of Poverty. UN Development
Programme. Retrieved from

110

https://www.undp.org/content/undp/en/home/blog/2018/Climate_Change_and_the
_Rise_of_Poverty.html.
Kim, J. N., & Grunig, J. E. (2011). Problem solving and communicative action: A
situational theory of problem solving. Journal of Communication, 61(1), 120-149.
Kim, S., & Ferguson, M. T. (2014). Public expectations of CSR communication: What
and how to communicate CSR. Public Relations Journal, 8(3), 1-22.
Kim, J.-N., Grunig, J. E. and Ni, L. (2010). Reconceptualizing the communicative action
of publics: Acquisition, selection, and transmission of information in problematic
situations. International Journal of Strategic Communication, 4(2): 126–154.
Kim, J. N., Shen, H., & Morgan, S. E. (2011). Information behaviors and problem chain
recognition effect: Applying situational theory of problem solving in organ
donation issues. Health Communication, 26(2), 171-184.
Kim, J.-N. (2011). Public segmentation using situational theory of problem solving:
Illustrating summation method and testing segmented public profiles. PRism 8(2).
Kim, J. N., Ni, L., Kim, S. H., & Kim, J. R. (2012). What makes people hot? Applying
the situational theory of problem solving to hot-issue publics. Journal of Public
Relations Research, 24(2), 144-164.
Kim, J. N. & Ni, L. (2013). Conceptualizing Publics and Constructing Public Relations:
The Situational Theory of Problem Solving and It’s New Research. In K.
Sriramesh, A. Zerfass, & J. N. Kim (Eds.), Public Relations and Communication
Management. Current Trends and Emerging Topics (126-142). New York, NY:
Routledge.

111

Kim, J. N., & Lee, S. (2014). Communication and cybercoping: Coping with chronic
illness through communicative action in online support networks. Journal of
Health Communication, 19(7), 775-794.
Kim, J. N., & Krishna, A. (2014). Publics and lay informatics: A review of the situational
theory of problem solving. Annals of the International Communication
Association, 38(1), 71-105.
Kim, S., Krishna, A., & Dhanesh, G. (2018). Economics or ethics? Exploring the role of
CSR expectations in explaining consumers’ perceptions, motivations, and active
communication behaviors about corporate misconduct. Public Relations Review,
45(1), 76-87.
Kim, Y., Miller, A., & Chon, M. G. (2016). Communicating with key publics in crisis
communication: The synthetic approach to the public segmentation in CAPS
(Communicative Action in Problem Solving). Journal of Contingencies and
Crisis Management, 24, 82–94. doi:10.1111/1468-5973.12104
Kim, Y. (2014). Strategic communication of corporate social responsibility (CSR):
Effects of stated motives and corporate reputation on stakeholder responses.
Public Relations Review, 40, 838-840.
Kim, Y. (2016). Understanding publics’ perception and behaviors in crisis
communication: Effects of crisis news framing and publics’ acquisition, selection,
and transmission of information in crisis situations. Journal of Public Relations
Research, 28(1), 35-50.

112

Kim, H. J. (2013). “They Will Help, So I Don't Need To?” Behavioral Hypothesis of the
Third-Person Effect in Donation Aid Advertising. Journal of Current Issues &
Research in Advertising, 34(1), 93-106.
Kim, H. K., & Yang, S-U. (2009). Cognitive processing of crisis communication: Effects
of CSR and crisis response strategies on stakeholder perceptions of a racial crisis
dynamics. Public Relations Journal, 3(1), 1-39.
King, L. (2018, Dec. 31). Climate change: Democrats see Trump, GOP inaction as 2020
opportunity. USA Today. Retrieved from
https://www.usatoday.com/story/news/politics/2018/12/31/climate-changedemocrats-see-opportunity-2020-elections/2149116002/
Klassen, R. D., & McLaughlin, C. P. (1996). The impact of environmental management
on firm performance. Management science, 42(8), 1199-1214.
Klein, J., and Dawar, N. (2004), “Corporate social responsibility and consumers'
attributions and brand evaluations in a product–harm crisis”, International
Journal of Research in Marketing, Vol. 21 No. 3, pp. 203-217.
Kline, R. B. (1998). Software review: Software programs for structural equation
modeling: Amos, EQS, and LISREL. Journal of psychoeducational
assessment, 16(4), 343-364.
Kline, R.B. (2011), Principles and Practice of Structural Equation Modeling, Guilford
Press, New York, NY.
Kotler, P., & Lee, N. (2005). Corporate social responsibility: Doing the Most Good for
Your Company and Your Cause. Hoboken, New Jersey: John Wiley.

113

Krishna, A. (2017). Motivation with misinformation: Conceptualizing lacuna individuals
and publics as knowledge-deficient, issue-negative activists. Journal of Public
Relations Research, 29(4), 176-193.
Lecheler, S., de Vreese, C., & Slothuus, R. (2009). Issue importance as a moderator of
framing effects. Communication Research, 36, 400–425.
Lee, K. H., & Shin, D. (2010). Consumers’ responses to CSR activities: The linkage
between increased awareness and purchase intention. Public Relations
Review, 36(2), 193-195.
Lee, H., Oshita, T., Oh, H. J., & Hove, T. (2014). When do people speak out? Integrating
the spiral of silence and the situational theory of problem solving. Journal of
Public Relations Research, 26(3), 185-199.
Lee, T. M., Markowitz, E. M., Howe, P. D., Ko, C. Y., & Leiserowitz, A. A. (2015).
Predictors of public climate change awareness and risk perception around the
world. Nature climate change, 5(11), 1014.
Lee, B., & Tamborini, R. (2005). Third‐person effect and internet pornography: The
influence of collectivism and internet self‐efficacy. Journal of Communication,
55(2), 292-310.
Leiserowitz, A. A. (2005). American risk perceptions: Is climate change dangerous?. Risk
Analysis: An International Journal, 25(6), 1433-1442.
Leiserowitz, A. A. (2007). Communicating the risks of global warming: American risk
perceptions, affective images, and interpretive communities. In S. C. Moser & L.
Dilling (Eds.), Creating a climate for change: Communicating climate change

114

and facilitating social change (pp. 44-63). New York, NY: Cambridge University
Press.
Leiserowitz, A., Maibach, E., Roser-Renouf, C., & Smith, N. (2010). Climate change in
the American mind: Americans’ global warming beliefs and attitudes in January
2010. Yale and George Mason University. Yale Project on Climate Change.
Lewis-Beck, M. S., Jacoby, W. G., Norpoth, H., & Weisberg, H. F. (2008). The American
voter revisited. Ann Arbor, MI: The University of Michigan Press.
Lorenzoni, I., & Pidgeon, N. F. (2006). Public views on climate change: European and
USA perspectives. Climatic change, 77(1-2), 73-95
Lorenzoni, I., Nicholson-Cole, S., & Whitmarsh, L. (2007). Barriers perceived to
engaging with climate change among the UK public and their policy implications.
Global Environmental Change, 17, 445-459.
Maignan, I. (2001). Consumers’ perceptions of corporate social responsibilities: A crosscultural comparison. Journal of Business Ethics, 30, pp. 5772, 10.1023/A:1006433928640
Major, A. M. (1993). Environmental concern and situational communication theory:
Implications for communicating with environmental publics. Journal of Public
Relations Research, 5(4), 251-268.
McCright, A. M., & Dunlap, R. E. (2011). The politicization of climate change and
polarization in the American public's views of global warming, 2001–2010. The
Sociological Quarterly, 52(2), 155-194.
McGaha, J. M., & Linder, S. M. (2014). Determining teacher candidates’ attitudes toward
global-mindedness. Action in Teacher Education, 36(4), 305-321.

115

McKeever, B. W. (2013). From awareness to advocacy: Understanding nonprofit
communication, participation, and support. Journal of Public Relations
Research, 25(4), 307-328.
McKeever, B. W., Pressgrove, G., McKeever, R., & Zheng, Y. (2016). Toward a theory
of situational support: A model for exploring fundraising, advocacy and
organizational support. Public Relations Review, 42(1), 219-222.
Medsker, G. J., Williams, L. J., & Holahan, P. J. (1994). A review of current practices for
evaluating causal models in organizational behavior and human resources
management research. Journal of management, 20(2), 439-464.
Milfont, T. L., & Duckitt, J. (2004). The structure of environmental attitudes: A first-and
second-order confirmatory factor analysis. Journal of environmental
psychology, 24(3), 289-303.
Milfont, T. L., & Duckitt, J. (2010). The environmental attitudes inventory: A valid and
reliable measure to assess the structure of environmental attitudes. Journal of
environmental psychology, 30(1), 80-94.
Montiel, I. (2008). Corporate social responsibility and corporate sustainability: Separate
pasts, common futures. Organization & Environment, 21(3), 245-269.
Mostafa, M. M. (2007). Gender differences in Egyptian consumers’ green purchase
behaviour: the effects of environmental knowledge, concern and
attitude. International Journal of Consumer Studies, 31(3), 220-229.
Nerlich, B., Forsyth, R., & Clarke, D. (2012). Climate in the news: How differences in
media discourse between the US and UK reflect national

116

priorities. Environmental Communication: A Journal of Nature and Culture, 6(1),
44-63.
Nisbet, M. C. (2009). Communicating climate change: Why frames matter for public
engagement. Environment: Science and policy for sustainable
development, 51(2), 12-23.
Overton, H. K. (2018). Examining the impact of message frames on information seeking
and processing: A new integrated theoretical model. Journal of Communication
Management, 22(3), 327-345.
Petty, R. E., & Cacioppo, J. T. (1979). Issue involvement can increase or decrease
persuasion by enhancing message-relevant cognitive responses. Journal of
personality and social psychology, 37(10), 1915.
Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of persuasion.
In Communication and persuasion (pp. 1-24). Springer, New York, NY.
Planken, B., Nickerson, C., & Sahu, S. (2013). CSR across the globe: Dutch and Indian
consumers' responses to CSR. International Journal of Organizational Analysis,
21(3), pp.357-372. https://doi.org/10.1108/IJOA-Jan-2012-0551
Prothero, A., & McDonagh, P. (1992). Producing environmentally acceptable cosmetics?
The impact of environmentalism on the United Kingdom cosmetics and toiletries
industry. Journal of Marketing Management, 8(2), 147-166.
Ramanadhan, S., & Viswanath, K. (2006). Health and the information nonseeker: A
profile. Health Communication, 20, 131–139.
Räthzel, N., & Uzzell, D. (2009). Changing relations in global environmental
change. Global Environmental Change, 19(3), 326-335.

117

Rayner, S., & Malone E.L. (Eds.). (1998). Human Choice and Climate Change (Vol.1).
Columbus, OH: The Societal Framework, Battelle Press.
Rim, H. and Song, D. (2013), “The ability of corporate blog communication to
enhance CSR effectiveness: the role of prior company reputation and blog
responsiveness”, International Journal of Strategic Communication, 7(3),
165-185, doi: 10.1080/1553118X.2012.738743.
Rosenstone, S. J., & Hansen J. M. (1996). Mobilization, participation, and democracy in
America. Upper Saddle River, NJ: Prentice Hall.
Rudman, L. A., McLean, M. C., & Bunzl, M. (2013). When truth is personally
inconvenient, attitudes change: the impact of extreme weather on implicit support
for green politicians and explicit climate-change beliefs. Psychological
science, 24(11), 2290-2296.
Sampson, D. & Smith, H.P. (1957). A scale to measure world-minded attitudes. Journal
of Social Psychology, 45, 99–106.
Sarkar, R. (2008). Public policy and corporate environmental behaviour: A broader view.
Corporate Social Responsibility and Environmental Management, 15(5), 281-297.
Scannell, L., & Gifford, R. (2013). Personally relevant climate change: The role of place
attachment and local versus global message framing in engagement. Environment
and Behavior, 45(1), 60-85.
Schultz, P. W. (2001). The structure of environmental concern: Concern for self, other
people, and the biosphere. Journal of environmental psychology, 21(4), 327-339.

118

Schmid-Petri, H., Adam, S., Schmucki, I., & Häussler, T. (2017). A changing climate of
skepticism: The factors shaping climate change coverage in the US press. Public
Understanding of Science, 26(4), 498-513.
Shim, K., & Yang, S. U. (2016). The effect of bad reputation: The occurrence of crisis,
corporate social responsibility, and perceptions of hypocrisy and attitudes toward
a company. Public Relations Review, 42(1), 68-78.
Shrivastava, P. (1995). Ecocentric management for a risk society. Academy of
management review, 20(1), 118-137.
Sohn, Y. J., & Lariscy, R. W. (2015). A “buffer” or “boomerang?”—The role of
corporate reputation in bad times. Communication Research, 42(2), 237–259.
Sony, A., Ferguson, D., & Beise-Zee, R. (2015). How to go green: unraveling green
preferences of consumers. Asia-Pacific Journal of Business Administration, 7(1),
56-72.
Spence, A., & Pidgeon, N. (2010). Framing and communicating climate change: The
effects of distance and outcome frame manipulations. Global Environmental
Change, 20(4), 656-667.
Spence, A., Poortinga, W., Butler, C., & Pidgeon, N. F. (2011). Perceptions of climate
change and willingness to save energy related to flood experience. Nature climate
change, 1(1), 46-49.
Spence, A., Poortinga, W., & Pidgeon, N. (2012). The psychological distance of climate
change. Risk Analysis: An International Journal, 32(6), 957-972.
Sweetser, K. D., Ahn, S. J., Golan, G. J., & Hochman, A. (2016). Native advertising as a
new public relations tactic. American behavioral scientist, 60(12), 1442-1457.

119

Tao, W. and Ferguson, M. A. (2015). The overarching effects of ethical reputation
regardless of CSR cause fit and information source. International Journal of
Strategic Communication 9(1), pp. 23-43.
Trumbo, C. (1996). Constructing climate change: claims and frames in US news
coverage of an environmental issue. Public understanding of science, 5, 269-283.
Tyler, T. R., & Cook, F. L. (1984). The mass media and judgments of risk:
Distinguishing impact on personal and societal level judgments. Journal of
Personality and Social Psychology, 47(4), 693.
US Census Bureau QuickFacts Age and Sex (2018). Retrieved from
https://www.census.gov/quickfacts/fact/table/US/PST045218
U.S. Global Change Research Program, The Fourth National Climate Assessment
(NCA4). (2018). Fourth National Climate Assessment: Volume II: Impacts, Risks,
and Adaptation in the United States. Retrieved from
https://nca2018.globalchange.gov/
Uzzell, D. L. (2000). The psycho-spatial dimension of global environmental
problems. Journal of environmental psychology, 20(4), 307-318.
Van der Linden, S. (2015). The social-psychological determinants of climate change risk
perceptions: Towards a comprehensive model. Journal of Environmental
Psychology, 41, 112-124.
Van der Linden, S., Maibach, E., & Leiserowitz, A. (2015). Improving public
engagement with climate change: Five “best practice” insights from psychological
science. Perspectives on Psychological Science, 10(6), 758-763.

120

Vanhamme, J. & Grobben, B. (2009). Too good to be true!”. The effectiveness of CSR
history in countering negative publicity. Journal of Business Ethics, 85, pp. 273283, 10.1007/s10551-008-9731-2
Wahba, H. (2008). Does the market value corporate environmental responsibility? An
empirical examination. Corporate Social Responsibility and Environmental
Management, 15(2), 89-99.
Watts, J. (2018, Oct. 8). We have 12 years to limit climate change catastrophe, warns
UN. The Guardian. Retrieved from
https://www.theguardian.com/environment/2018/oct/08/global-warming-mustnot-exceed-15c-warns-landmark-un-report.
Weinstein, N. D. (1989). Optimistic biases about personal risks. Science, 246(4935),
1232-1234.
Welford, R., Chan, C., & Man, M. (2008). Priorities for corporate social responsibility: a
survey of businesses and their stakeholders. Corporate Social Responsibility and
Environmental Management, 15(1), 52-62.
Werder, K. P., & Schweickart, T. (2013, March). An experimental analysis of message
strategy influence on receiver variables: Advancing an integrated model for
explaining the communication behavior of publics. In Manuscript submitted to the
16th Annual International Public Relations Research Conference.
Williamson, D., Lynch-Wood, G., & Ramsay, J. (2006). Drivers of environmental
behaviour in manufacturing SMEs and the implications for CSR. Journal of
Business Ethics, 67(3), 317-330.

121

Yoo, S. W., Kim, J., & Lee, Y. (2016). The Effect of Health Beliefs, Media Perceptions,
and Communicative Behaviors on Health Behavioral Intention: An Integrated
Health Campaign Model on Social Media. Health Communication, 1-9.
Zaller, J. (1992). The nature and origins of mass opinion. New York, NY: Cambridge
University Press.
Zelezny, L.C. & Schultz, P.W. (2000) Promoting environmentalism. Journal of Social
Issues, 56(3), 365–371.
Zheng, Y., & McKeever, B. W. (2016). Communicating to improve health: Using theory
to improve fundraising for health-related events. Nonprofit and Voluntary Sector
Quarterly, 45(6), 1276-1296.
Zheng, Y., McKeever, B. W., & Xu, L. (2016). Nonprofit Communication and
Fundraising in China: Exploring the Theory of Situational Support in an
International Context. International Journal of Communication, 10, 4280–4303.

122

APPENDIX A
STIMULI EXAMPLES
News story: Category1- Non-Salient issue (land degradation)/ global (Asian beaches)
Moonlight Foods Cares for Soil Life
Our company recognizes that land degradation is a serious environmental problem. In
Asia alone, soil disappears 10 times faster than it is naturally replenished, at an estimated
rate of nearly 1.7 billion tons of farmland alone per year. It comes at a financial cost, too,
with Asian economies losing roughly $37 billion in productivity annually from soil loss.
Ultimately, this problem is a result of unsustainable agricultural practices and
urbanization, responsible for approximately 50% of deforestation in the Asian continent.
Forests play an important role in maintaining soil fertility. Rising deforestation leads to
the reduction of biological and economic productivity of land. When land is degraded,
soil carbon can be released into the atmosphere, making land degradation one of the
biggest contributors to climate change. Conservation scientist Dr. R. Lim from National
University of Singapore said that it takes an average of 20 years for less than a millimeter
of soil to naturally replenish itself. This process is compounded by the risk of soil
degradation from agricultural chemicals like pesticides and fertilizers. We at Moonlight
Foods have come forward to help protect Asian soil.
We have operations in several Asian communities. We care for the Asian continent and
recognize that land degradation is a threat to our health and environment. We have started
several initiatives to combat this environmental problem. We are adopting Sustainable
Agricultural Standard (SAN) and using external tools such as social and environmental
certification systems to achieve our sustainability targets. We have outlined a number of
key principles for our suppliers related to sustainable issues such as water and soil
management. We have partnered with several NGOs such as Oxfam to adopt a “zero
tolerance for land grabbing” approach. We have signed up with Global Forest Watch, a
platform that tracks deforestation trends around the globe, and we have made a
commitment to stop deforestation within the scope of the Consumer Goods Forum.
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News story: Category2 - Non-salient (Land degradation)/ local (U.S.)
Woodward Foods Cares for Soil Life
Our company recognizes that land degradation is a serious environmental problem. In the
U.S. alone, soil disappears 10 times faster than it is naturally replenished, at an estimated
rate of nearly 1.7 billion tons of farmland alone per year. It comes at a financial cost, too,
with the American economy losing roughly $37 billion in productivity annually from soil
loss. Ultimately, this problem is a result of unsustainable agricultural practices and
urbanization, responsible for approximately 50% of deforestation in our country. Forests
play an important role in maintaining soil fertility. Rising deforestation leads to the
reduction of biological and economic productivity of land. When land is degraded, soil
carbon can be released into the atmosphere, making land degradation one of the biggest
contributors to climate change. Conservation scientist Dr. D. Pimentel from Cornell
University said that it takes an average of 20 years for less than a millimeter of soil to
naturally replenish itself. This process is compounded by the risk of soil degradation from
agricultural chemicals like pesticides and fertilizers, We at Woodward Foods have come
forward to help protect U.S. soil.
We have operations in several communities. We care for our American soil and recognize
that land degradation is a threat to our health and environment. We have started several
initiatives to combat this environmental problem. We are adopting Sustainable
Agricultural Standard (SAN) and using external tools such as social and environmental
certification systems to achieve our sustainability targets. We have outlined a number of
key principles for our suppliers related to sustainable issues such as water and soil
management. We have partnered with several NGOs such as Oxfam to adopt a “zero
tolerance for land grabbing” approach. We have signed up with Global Forest Watch, a
platform that tracks deforestation trends around the globe, and we have made a
commitment to stop deforestation within the scope of the Consumer Goods Forum.
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News story: Category3- Salient issue (Air pollution)/ Global (Asia)
Moonlight Motors Drives Green
Our company recognizes that air pollution is a serious problem in Asia, as India and
China are two of the worst polluted countries in the world. Almost 60% of Asians live in
areas where air pollution has reached unhealthy levels that can make people sick. The
level of poisonous gases such as carbon dioxide, methane, and nitrogen dioxide emitted
from vehicles and factories have increased above danger levels in Asian communities.
The unhealthy levels of pollutants cause multiple adverse respiratory effects including
increased asthma symptoms and are associated with increased emergency room visits and
hospital admissions for respiratory illness. The tiny particulate matter such as PM 2.5 are
especially dangerous because they can penetrate the lungs and bloodstream and worsen
bronchitis, lead to heart attacks, and even hasten death. The National Environment
Agency (NEA), headquartered in Singapore, has launched many integrated programs for
better air quality in Asia. NEA is helping Asian countries to combat the air pollution
problem by enforcing new emission standards for vehicles and industries. We at
Moonlight Motors have stepped up to help reduce air pollution in Asia.
We produce vehicles for Asian consumers and businesses. We recognize the
environmental impact of cars, especially when they are out on the road. We have started
production of our all-electric light commercial vehicles. The benefits are maximized if
the vehicle is charged with renewable electricity, bringing service-life CO2 emissions
down to almost zero. Additionally, we are launching the National Zero Emission Vehicle
(NZEV) program to create a comprehensive approach that will move Asia more quickly
to an all-electric, zero emissions future. Our proposed NZEV program will conserve
energy and reduce emissions, while encouraging Asian innovation and preserving our
industrial strength. We estimate that NZEV program will place more than 7 million longrange emission vehicles on the road by 2030, and thus, helping in reducing 375 million
tons of CO2 emissions in Asia.
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News story: Category4- Salient issue (Air pollution)/ local (U.S.)
Woodward Motors Drives Green
Our company recognizes that air pollution is a serious problem in our country. Almost
60% of Americans live in areas where air pollution has reached unhealthy levels that can
make people sick. The level of poisonous gases such as carbon dioxide, methane, and
nitrogen dioxide emitted from vehicles and factories have increased above danger levels
in some American communities. The unhealthy level of pollutants causes multiple
adverse respiratory effects including increased asthma symptoms and are associated with
increased emergency room visits and hospital admissions for respiratory illness. The tiny
particulate matter such as PM 2.5 are especially dangerous because they can penetrate the
lungs and bloodstream and worsen bronchitis, lead to heart attacks, and even hasten
death. The United States Environmental Protection Agency (EPA) has launched many
integrated programs for better air quality in the U.S. The EPA is helping to combat air
pollution problem by enforcing new emission standards for vehicles and industries. We at
Woodward Motors have stepped up to help reduce air pollution in the U.S.
We produce vehicles for American consumers and businesses. We recognize the
environmental impact of cars, especially when they are out on the road. We have started
volume production of our all-electric light commercial vehicles. The benefits are
maximized if the vehicle is charged with renewable electricity, bringing service-life CO2
emissions down to almost zero. Additionally, we are launching the National Zero
Emission Vehicle (NZEV) program to create a comprehensive approach that will move
America more quickly to an all-electric, zero emissions future. Our proposed NZEV
program will conserve energy and reduce emissions, while encouraging American
innovation and preserving our industrial strength. We estimate that NZEV program will
place more than 7 million long-range emission vehicles on the road by 2030, and thus,
helping in reducing 375 million tons of CO2 emissions in the U.S.
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APPENDIX B
MEASURES
To what extent do you know about the climate change problem?
Not at all 1

2

3

4

5

6

7

To a very great extent

[choosing 1 would lead to end of survey]
Situational motivation
Please read and indicate your agreement with below statements. One being strongly
disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4

5

6

7 Strongly Agree

I often stop to think about the climate change problem.
I am curious about the climate change problem.
I want to understand better the climate change problem
Communicative Action in Problem Solving
Please read and indicate your agreement with below statements. One being strongly
disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4

5

6

7 Strongly Agree

Information Seeking (active)
I regularly check if there is any new information about the climate change on the internet
I often check news articles and booklets containing relevant information about climate
change.
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I regularly visit websites related to climate change.
Information Attending (passive)
I pay attention to the news related to climate change when a report appears on TV news.
I may take some time listening if someone tries to give information about climate change.
I attend news when they cover the climate change problem.
Information Sharing (passive)
When people will ask me, I may initiate conversation about climate change.
When others bring about the topic of climate change, I talk about this problem.
When others ask me in the casual conversation, I share my opinion about the climate
change.
Information Forwarding (active)
I have posted my opinion and experience about climate change on social media sites.
When there are opportunities, I explain the issue of climate change to my family
members and/or friends.
I (often) bring the issue of climate change to the attention of people I know.
Information Permitting (passive)
I am willing to look at things from a different viewpoint on the issue of climate change.
I listen to even contradicting opinions on the issue of climate change.
I welcome all views on climate change problem.
Information Forfending (active)
I know where to go when I need updated information regarding climate change.
I have studied climate change enough to judge the value of information.
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I express my opinions confidently about what should be done to deal with climate
change.
Four different stimuli will be created based on two environmental issues. Thus, two
different versions of questionnaires will be created modified for two different
environmental issues (based on pre-test).
Manipulation check questions:
Issue Salience
The news report that I read about was discussing which issue?
1. Land Degradation
2. Air pollution
3. None of the above

Issue Proximity/ relevance
I just read a news report about a company’s effort to reduce _____ environmental issue in
which country?
1. The United States
2. Asia
3. None of the above
Problem Recognition
Based on what you read, please indicate your agreement with below statements. One
being strongly disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4

5

6

7 Strongly Agree

There should be immediate efforts to improve the situation for the land degradation/ air
pollution problem.
Land degradation/ air pollution is an important environment and health problem.
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I believe environmental and related organizations need to pay more attention to land
degradation/ air pollution problem.
Involvement Recognition
Based on what you read, please indicate your agreement with below statements. One
being strongly disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4

5

6

7 Strongly Agree

In my mind, I see a close connection between myself and the land degradation/air
pollution problem.
I feel the land degradation/ air pollution problem affects or could affect me personally.
I believe the land degradation/ air pollution problem could affect my family
members/friends at some point.
Communicative Action in Problem Solving
Based on what you read, please indicate your agreement with below statements. One
being strongly disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4

5

6

7 Strongly Agree

Information Seeking (active)
I regularly check to see if there is any new information about land degradation/ air
pollution on the Internet.
I would check news articles and booklets containing relevant information about the land
degradation/ air pollution.
I regularly visit Web sites related to the land degradation/ air pollution problem.
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Information Attending (passive)
I pay attention to the news related to land degradation/ air pollution when a report
appears on TV news.
I may take some time listening if someone tries to give information about land
degradation/ air pollution.
I attend to news when they cover the land degradation/ air pollution problem.
Information Sharing (passive)
When people will ask me, I may initiate conversation about land degradation/ air
pollution.
When others bring about the topic of land degradation/ air pollution, I talk about this
problem.
When others ask me in the casual conversation, I share my opinion about the land
degradation/ air pollution.
Information Forwarding (active)
I have posted my opinion and experience about land degradation/ air pollution on social
media sites.
When there are opportunities, I explain the issue of land degradation/ air pollution to my
family members/ friends.
I (often) bring the issue of land degradation/ air pollution to the attention of people I
know.
Information Permitting (passive)
I am willing to look at things from a different viewpoint on the issue of land degradation/
air pollution.
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I listen to even contradicting opinions on the issue of land degradation/ air pollution.
I welcome all views on land degradation/ air pollution problem.
Information Forfending (active)
I know where to go when I need updated information regarding land degradation/ air
pollution.
I have studied land degradation/ air pollution enough to judge the value of information.
I express my opinions confidently about what should be done to deal with land
degradation/ air pollution problem.
General CSR support
Please indicate your agreement with below mentioned statements. One being strongly
disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4

5

6

7 Strongly Agree

a. I would like to support the company’s efforts to reduce environmental problems.
b. I would talk positively with others about the company’s efforts to minimize
environmental problems.
c. I would recommend the company’s product or service.
Purchasing Intention
Based on what you read, please indicate your overall intention to purchase company’s
products.
1. Unlikely

1

2

3

4

5

6

7 Likely

2. Nonexistent

1

2

3

4

5

6

7 existent

3. Improbable

1

2

3

4

5

6

7 Probable
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4. Uncertain

1

2

3

4

5

6

7 Certain

5. Definitely would not 1

2

3

4

5

6

7 Definitely

would
Word of mouth (WOM) Communication
Please indicate your level of agreement with the following statements (1 = Strongly
Disagree; 7 = Strongly Agree):
a. I would mention the company’s environmental responsibility efforts to people.
b. I would say positive things about the company’s environmental responsibility efforts to
other people.
c. I would talk about the company’s environmental efforts to friends and family.
Perceived Company’s Reputation
Please rate the company on the following items (1 = Strongly Disagree; 7 = Strongly
Agree):
I think this company is...
a. Ethical

1

2

3

4

5

6

7

b. Socially responsible

1

2

3

4

5

6

7

c. A good member of society

1

2

3

4

5

6

7

Environmental beliefs
Please indicate your agreement with below mentioned statements. There are no “correct”
answers. One being strongly disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4

5

[ The 2, 4, 6, 8, 10, 12, and 14 are reverse- score items.]
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6

7 Strongly Agree

1. We are approaching the limit of the number of people the earth can support.
2. The earth has plenty of natural resources if we just learn to develop them. (R)
3. The earth is like a spaceship with only limited room and resources.
4. Humans have the right to modify the natural environment to suit their needs. (R)
5. Plants and animals have as much right as humans to exist.
6. Humans were meant to rule over the rest of the nature. (R)
7. When humans interfere with nature, it often produces disastrous consequences.
8. The balance of nature is strong enough to cope with the impacts of modern industrial
nations. (R)
9. The balance of nature is very delicate and easily upset.
10. Human ingenuity will ensure that we do not make the earth unlivable. (R)
11. Despite our special abilities, humans are still subject to the laws of nature.
12. Humans will eventually learn enough about how nature works to be able to control it.
(R)
13. Humans are severely abusing the environment.
14. The so-called ecological crisis facing humankind has been greatly exaggerated. (R)
15. If things continue on their present course, we will soon experience a major ecological
catastrophe.
Global Mindedness
Please read each statement and indicate your agreement with below statements. There are
no “correct” answers. One being strongly disagree and seven being strongly agree.

Strongly Disagree

1

2

3

4
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5

6

7 Strongly Agree

[ The 4, 5, 9, 10, 16, 21, 25, 27, and 29 are reverse- score items.]

1. I generally find it stimulating to spend an evening talking with people from another
culture.

2. I feel an obligation to speak out when I see our government doing something, I
consider to be wrong.

3. The United States is enriched by the fact that it is comprised of many people from
different cultures and countries.

4. Really, there is nothing I can do about the problems of the world. (R)

5. The needs of the United States must continue to be the highest priority in negotiating
with other countries. (R)

6. I often think about the kind of world we are creating for future generations.

7. When I hear that thousands of people are starving in an African country, I feel very
frustrated.

8. Americans can all learn something of value from all different cultures.

9. Generally, an individual’s actions are too small to have a significant effect on the
ecosystem. (R)

10. Americans should be permitted to pursue the standard of living they can afford if it
only has a slight negative impact on the environment. (R)
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11. I think of myself, not only as a citizen of my country, but also as a citizen of the
world.

12. When I see the conditions some people in the world live under, I feel a responsibility
to do something about it.

13. I enjoy trying to understand people’s behavior in the context of their culture.

14. My opinions about national policies are based on how those policies might affect the
rest of the world.

15. It is very important to me to choose a career in which I can have a positive effect on
the quality of life for future generations.

16. American values are probably the best. (R)

17. In the long run, America will probably benefit from the fact that the world is
becoming more interconnected.

18. The fact that a flood can kill 50,000 people in Bangladesh is very depressing to me.

19. It is important that colleges and universities provide programs designed to promote
understanding among students of different ethnic and cultural backgrounds.

20. I think my behavior can impact people in other countries.

21. The present distribution of the world’s wealth and resources should be maintained
because it promotes survival of the fittest. (R)
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22. I feel a strong kinship with the worldwide human family.

23. I feel very concerned about the lives of people who live in politically repressive
regimes.

24. It is important that we educate people to understand the impact that current policies
might have on future generations.

25. This not really important to me to consider myself as a member of the global
community. (R)

26. I sometimes try to imagine how a person who is always hungry must feel.

27. I have very little in common with people in underdeveloped nations. (R)

28. I am able to affect what happens on a global level by what I do in my own
community.

29. I sometimes feel irritated with people from other countries because they don’t
understand how we do things (here). (R)

30. Americans have a moral obligation to share their wealth with the less fortunate
peoples of the world.

Demographic Questions
What is your gender
a. Male
b. Female
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c. Prefer not to disclose/other
What is your age? _______________
What is your race?
a. African American
b. Caucasian
c. Asian/Pacific Islander
d. Hispanic /Latino
e. Arab/Middle-Eastern
f. Other (please specify)

What is your political affiliation?
a. Democrat
b. Republican
c. Independent
What is your highest level of education completed or received?
a. Less than High School
b. High school
c. Associate’s degree (AA, AS)
d. Bachelor’s degree (BA, BS)
e. Master’s degree (MA, MS, MBA, M.Ed., etc.)
f. Professional degree (MD, DDS, DLLB, JD, etc.)
g. Doctorate degree (Ph.D., Ed.D.)
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What is your current household income in U.S dollars?
a.
$0- 20,000
b.
$20,001- 40,000
c.
$40,001- 60,000
d.
$60,001- 80,000
e.
$80,001- 100,000
f.
$100,001-120,000
g.
$120,001-140,00
h.
More than 140,000
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